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Hungry  for  Tech  Info 

Board  members  want  better 
briefings  than  they're  getting, 
especially  about  IT  risk  8 
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Modern  life  affords  so  few  opportunities  to  think,  to  relax,  to  dream. 
Make  the  most  of  every  moment  aloft  between  New  York  and 
Los  Angeles  or  San  Francisco.  Rest  in  the  fully  flat  seats  of  the  First 
and  Business  Class  cabins.  Or  enjoy  enhanced  Wi-Fi  and  a  full  library 
of  entertainment  at  every  seat.  And  with  the  most  daily  nonstop 
flights,  you  can  make  the  most  of  your  time  on  the  ground,  too. 
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For  more  performance  information,  visit  cisco.com/go/ucsbenchmarks. 

1.  Based  on  SPECjbb2005  benchmark  on  Cisco  UCS  C220  M3  server  at  1,584,567  BOPS,  792,284  BOPS/JVM.  2.  Based  on  TPC  Benchmark  C  Results  on  2  Processor  Systems.  Cisco  UCS  C240  M3  High-Density  Rack  Server  with  Oracle  Database  1 1g 
Release  2  Standard  Edition  One.  1.609, 186.39  tpmC,  $0.47/tpmC,  available  9/27/12  compared  to  IBM  Power  780  Server  Model  9179-MHB  with  IBM  DB2  9.5,  1,200,01 1.00  tpmC,  $0.69/tpmC,  available  10/13/10.  3.  Based  on  SPECjEnterprise2010 
benchmark  with  8  total  Java  EE  Server  processors  on  Cisco  UCS  B440  M2  servers  at  26, 1 18.67  EjOPS  compared  to  RISC-based  IBM  Power  780  at  16,646.34  EjOPS.  SPEC*,  SPECjbb ®.  and  SPECjEnterprise ®  are  registered  trademarks  of  Standard 
Performance  Evaluation  Corporation.  TPC  Benchmark  C®  is  a  trademark  of  the  Transaction  Performance  Processing  Council  (TPC).  The  performance  results  described  here  are  derived  from  detailed  benchmark  results  available  at  http://www.spec.org 
and  http://www.tpc.org  as  of  1- 15-2013.  © 2013  Cisco  and/or  its  affiliates.  All  rights  reserved.  All  third-party  products  belong  to  the  companies  that  own  them.  Cisco,  the  Cisco  logo,  and  Cisco  UCS  are  trademarks  or  registered  trademarks  of  Cisco. 
Intel,  the  Intel  logo,  Xeon  and  Xeon  Inside  are  trademarks  or  registered  trademarks  of  Intel  Corporation  in  the  U.S.  and/or  other  countries.  AH  other  trademarks  are  the  property  of  their  respective  owners. 
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Rivals  and  Reality 

Nothing  delivers  a  rush  of  business  adrenaline  like  the  appearance  of  a 
new  competitor.  When  Google  bought  Nest  a  few  months  ago,  for  example, 
every  CEO  with  a  stake  in  “smart  home”  products  or  the  residential  energy 
business  took  immediate  notice. 

When  FedEx  CEO  Fred  Smith  was  quizzed  about  the  possibility  of  Ama¬ 
zon.com  competing  with  his  enormous  transportation  network  by  using 
drones  to  deliver  packages,  he  dismissed  the  idea  as  “almost  amusing.” 

Yet  as  Managing  Editor  Kim  S.  Nash  points  out  in  her  cover  story  (“Battle 
of  the  Archrivals,”  Page  24),  some  of  the  most  effective  competitive  moves 
happening  today  in  social,  mobile,  analytics  and  cloud  technologies  weren’t 
on  anyone’s  threat  horizon  until  recently. 

Given  that  reality,  we  wondered  how  and  where  IT  was  making  a  dif¬ 
ference  in  three  of  the  fiercest  corporate  rivalries:  Home  Depot  vs.  Lowe’s, 
Ford  vs.  General  Motors,  FedEx  vs.  UPS.  “Technology  boasts  permeate  the 
marketing  and  investment  strategies  for  these  companies,”  Nash  writes. 

The  chairman  of  Ford  tells  investors  about  the  company’s  commitment 
to  “being  the  automotive  leaders  in  wireless  communication  technology.” 
The  CEO  of  Home  Depot  describes  experiments  with  video  kiosks  and 
mobile  technology  to  Wall  Street  analysts.  UPS  shows  off  its  mastery  of  data 
analytics  by  creating  metrics  for  evaluating  top  college  basketball  teams  as 
part  of  its  NCAA  sponsorship.  (“The  masses  might  not  understand  logistics, 
but  they  do  get  March  Madness,”  Nash  notes.) 

Thanks  to  the  reader-friendly  layout  created  by  our  Art  Director  Terri 
Haas,  it’s  easy  to  make  side-by-side  comparisons  of  this  trio  of  archrivals.  At 
a  glance,  you  can  sec  how  each  company  stacks  up  in  its  business  challenges, 
CIO  qualifications,  IT  bragging  rights  and  plans  for  the  future. 

Senior  executives— particularly  CIOs,  I  would  argue— should  “habitu¬ 
ally  study  other  companies  to  pick  up  new  ideas  and  stay  motivated  to 
compete,”  suggests  corporate  psychologist  Jim  Taylor.  “When  one  company 
wins,  another  loses.” 

And  despite  the  FedEx  CEO’s  amusement  at  the  thought  of  Amazon 
as  a  future  rival,  e-commerce  companies  are  camped  much  closer  to  the 
customer  front  lines  than  delivery  firms,  says  analyst  R  “Ray”  Wang  of 
Constellation  Research.  “This  is  about  trying  to  anticipate  demand  as  close 
as  you  can  to  the  purchase  cycle,”  he  says.  “If  you  shape  the  demand,  which 
Amazon  does,  you  know  exactly  what  the  reality  is.” 


Pros  and  Cons  of  Startups 

CIOs  who  turn  to  startups  can  take  advan¬ 
tage  of  advanced  technology  and  work 
with  companies  that  are  willing  to  custom¬ 
ize  their  nascent  offerings-an  accom¬ 
modation  that  big  vendors  are  unlikely  to 
make.  But  there  are  downsides:  IT  startups 
usually  suffer  from  cash-burn  prob¬ 
lems  and  financial  instability,  and  they 
may  be  acquired  by  a  larger  vendor  that 
alters  their  business  plan  or  shuts  them 
down,  www.cio.com/article/748794 

IT  Deals  Get  Smaller 

IT  outsourcing  customers  are  signing 
more  deals  than  ever  before,  but  for  less 
total  value,  according  to  advisory  firm  Infor¬ 
mation  Services  Group  (ISG).  The  reason: 
CIOs  are  willing  to  work  with  multiple  IT 
services  companies  (a  strategy  called 
multisourcing)  to  benefit  from  their  spe¬ 
cific  IT  expertise,  rather  than  sign  a  giant 
outsourcing  contract  that  could  be  too 
inflexible  for  future  needs.  Single-source 
deals  don't  work  in  today's  dynamic  busi¬ 
ness  environment.  "Clients  are  opting  for 
the  flexibility  of  smaller  and  shorter 
deals  with  more  providers  and  are  willing 
to  take  on  the  additional  management 
and  governance  responsibilities  that  come 
with  that  model,"  says  ISG  partner  Kathy 
Rudy,  www.cio.com/article/747921 

Correction 

In  last  month's  issue,  Ajoy  Kodali's  name 
was  accidentally  omitted  from  the  list 
of  Ones  to  Watch  award  winners  that 
appeared  with  the  story  "Looking  Outside 
the  Firewall."  Kodali  is  Humana's  VP  of  IT  for 
digital,  data  and  analytics,  and  enterprise 
architecture.  CIO  regrets  the  error.  The 
complete  list  of  winners  appears  online  at 
www.cio.com/article/747886 


Compiled  by  Executive  Editor  Mitch  Betts. 
To  comment  about  a  story  in  this  issue  of 


Maryf  ran  Johnson,  Editor  in  Chief,  CIO  Magazine  &  Events 

mfjohnson@cio.com 


C/0,  go  to  www.cio. com/issue/20140401 
or  write  to  letters@cio.com. 
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Your  business.  Your  applications.  24/7. 

F5  Synthesis™  focuses  on  today’s  most  business-critical  assets:  your  applications. 

Today  there’s  an  opportunity  to  effectively  manage  and  improve  application  security, 
availability,  and  performance— from  the  data  center  to  the  cloud.  This  next-generation 
approach  leverages  simplified  business  models,  intelligent  services  orchestration,  and 
one  very  powerful  services  fabric  to  support  all  of  your  applications. 

Because  it’s  time  to  bring  critical  services  together,  remove  complexity,  and  focus  on 
what  really  matters— supporting  customers  with  applications  that  are  always  secure, 
fast,  and  available. 


Learn  more. 

f5.com/synthesis 


Solutions  for  an  application  world. 
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FROM  THE  CEO 

Retail  Revamps 

If  ever  there  was  an  industry  ready  for  a  massive  technology  shake-up,  it’s 
retail.  Consider  the  confluence  of  pressures  it  faces:  customer  showrooming, 
evolving  payment  ecosystems,  a  meteoric  rise  in  online  shopping  and  the 
constant  danger  of  being  the  target  of  the  next  high-profile  security  breach. 

No  wonder  IDC  analyst  Robert  Parker  recently  predicted  that  retail  must 
“reinvent  itself”  by  2017  “as  omnichannel  leaders  reach  for  customer  rela¬ 
tionship,  relevancy,  and  reciprocity.”  I  rarely  dive  into  vertical  industries  in 
this  column  (in  consideration  of  the  breadth  of  our  readership),  but  these 
trends  affecting  retail  today  are  bound  to  manifest  themselves  in  almost 
every  other  industry,  especially  those  directly  serving  consumers. 

In  light  of  these  likely  developments,  I  offer  up  a  selection  of  our  sister 
company  IDC’s  retail  predictions  for  2014,  along  with  my  advice  and  obser¬ 
vations  in  parentheses. 

■  Fast  followers  are  chasing  the  top  50  global  retailers  as  they  trans¬ 
form  in-store,  mobile  and  e-commerce  channels,  as  well  as  supply 
chains,  merchandising  and  marketing  for  omnichannel  customers. 
(Put  anytime-anywhere  customers  at  the  core  of  your  business,  too.) 

■  Business  transformation  will  drive  retail  enterprise  software  invest¬ 
ments  to  9  percent  compound  annual  growth  rates  through  2015. 
(Connect  your  systems  from  the  back  office  to  customer  front  lines.) 

■  By  2017,  marketing  and  advertising  tech  investment  will  increase  by 
50  percent.  (CIOs,  make  sure  you’re  tight  with  your  CMO  partners.) 

■  Retailers  will  rethink  big  data  and  analytics  projects  this  year  as  up  to 
30  percent  of  those  projects  last  year  fell  short  of  their  goals.  (Be  sure 
you’re  asking  the  right  questions  before  investing  in  big  data  projects.) 

■  Emerging  consumer  privacy  concerns  will  force  50  percent 
of  early  adopters  to  reconsider  the  wisdom  of  offering  hyper- 
personalized  promotions  by  2015.  (Don’t  underestimate  the 
chilling  effect  of  high-profile  data  breaches  and  abuses.) 

■  Retailers  will  double  down  on  the  rate  of  supply  chain  investments 
this  year.  (Managing  the  supply  chain  and  improving  customer 
engagement  will  be  key  business  battlegrounds  in  the  years  to  come.) 
These  are  certainly  exciting  (even  nerve-wracking)  times  for  retail.  How 

many  of  these  predictions  seem  likely  to  come  true  for  your  industry?  Write 
to  me  at  the  address  below  and  share  your  thoughts. 


Michael  Friedenberg,  CEO 

mfriedenberg@idg.com 
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CUSTOMER. 


You  don't  buy  communications  products  for  your  own 
benefit.  You  buy  those  products  so  you  can  better 
service  your  customers.  Our  products  and  cloud 
services  are  developed  to  help  you  deliver  the  best 
possible  experience  to  your  customers  -  turning  that 
superior  experience  into  a  competitive  advantage  for 
your  business.  Give  your  customers  choices  in  the  media 
types  they  use  to  contact  you.  Give  your  employees 
immediate  access  to  information  and  documents  so 
they  can  respond  more  quickly  to  your  customers. 
Provide  automated  self-service  that  allow  your 
customers  to  complete  transactions  without  frustration. 
Each  customer  is  unique.  The  service  you  deliver  should 
be  unique  as  well.  Now  you  can  deliver  more. 
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Boards  Are  Hungry  for  IT  Info 

Many  board  members  want  the  CIO  to  give  them  more  and  better 
information-especially  about  IT  risk  by  minda  zetlin 


When  was  the  last  time  you  talked  to  your  company’s 
board  of  directors?  Maybe  you  should  do  that  more  often. 

In  a  recent  survey  of  1,019  board  members  at  public 
companies  by  the  National  Association  of  Corporate  Direc¬ 
tors  (NACD),  35  percent  said  they  are  unsatisfied  with  the 
quantity  of  tech  information  they  get,  and  27  percent  are 
unsatisfied  with  its  quality. 

This  means,  of  course,  that  65  percent  of  respondents 
are  OK  with  their  IT  briefings.  But  compared  to  other 
types  of  information  they  receive  (such  as  financial  perfor¬ 
mance),  directors  expressed  the  least  satisfaction  with  IT. 
Board  members  feel  especially  vulnerable  about  IT  risks, 
such  as  security  and  project  failures— 63  percent  say  their 
knowledge  of  IT  risk  could  be  better. 

How  can  CIOs  provide  better  information?  Don’t  wait 
until  the  board  meeting.  More  than  two-thirds  of  boards 
use  a  portal  that  can  be  used  to  share  interesting  infor¬ 
mation  in  addition  to  the  required  reading,  says  Michele 
Hooper,  co-founder  and  CEO  of  The  Directors’  Council. 
CIOs  should  also  spend  time  with  the  board  informally, 


such  as  at  dinner  the  evening  before  the  board  meeting. 

Hooper  suggests  CIOs  can  also  make  a  presentation  to 
the  audit  committee,  which  is  focused  on  enterprise  risk. 

While  a  risk  discussion  is  the  best  way  to  get  the  board’s 
attention,  it  shouldn’t  end  there.  “The  opposite  side  has  to 
be  present  as  well.  What  are  the  opportunities?  How  are 
we  using  technology  to  advance  our  strategy?  If  you  only 
talk  about  risk,  you’re  narrowing  your  presentation,”  says 
Peter  Gleason,  NACD’s  CFO  and  managing  director. 

Of  course,  CIOs  must  use  business  language.  Virginia 
Gambale,  a  former  CIO  and  a  current  director  on  the 
boards  of  JetBlue  Airways  and  Remedy  Analytics,  says 
when  she  was  CIO,  her  presentations  to  the  board  were 
about  portfolio  management  and  investments.  She  urges 
CIOs  to  discuss  IT’s  role  in  profitability,  market  share  and 
customer  satisfaction.  “If  I  had  come  in  and  said,  ‘We  need 
to  shut  down  five  data  centers  and  deliver  broadband  to 
10,000  laptops,’  I  would  never  have  been  invited  back.” 


Minda  Zetlin  is  a  business  technology  writer  based  in  New  York. 
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Not  Thrilled  With  IT  Briefings 

Board  directors  who  are  "very  satisfied"  with  the  quality  of 
information  they  get  from  management  ranked  by  topic: 


Weak  on  IT  Risk 

Directors  rate  their  board's 
understanding  of  IT  risk: 


53% 


Corporate  performance 
Financial  risk 
Strategy 

Non-financial  risk 

HHHH  13% 

IT 

MULTIPLE  RESPONSES  ALLOWED 


■  37% 
32% 
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of  technical 
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Some  technical 
knowledge, 
but  could  use 
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Little  technical 
knowledge 
and  needs 
improvement 
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Designed  to  be  exceptional. 

Introducing  IBM  X6  systems. 

As  decision  makers  push  to  gain  deeper  insights  through  data  and  analytics,  the  demands  on  IT  increase 
exponentially.  These  mission-critical  workloads  need  to  be  delivered  faster,  more  cost-effectively  and 
without  interruption.  As  they  stand,  current  technologies  will  not  be  able  to  keep  up. 

Presenting  IBM®  X6  systems  -  featuring  IBM  eXFIash  DIMM-based  storage  technology,  which  offers  lower 
latency  compared  to  leading  PCI-E  based  flash  storage1,  equipping  your  IT  infrastructure  with  performance 
for  mission-critical  workloads  well  into  the  future.  With  enterprise  resiliency  and  innovative  design,  X6  will  give 
you  the  agility  and  confidence  to  deploy  larger  applications,  including  through  the  cloud.  Powered  by  the 
future  Intel®  Xeon®  processor  E7  product  families,  X6  will  allow  you  to  build  a  completely  flexible  infrastructure 
that  is  responsive  to  the  speed  of  your  business. 

Discover  how  the  fast,  agile  and  resilient  X6  systems  can  help  you  drive  faster  decision  making. 

Visit:  ibm.com/systems/newx6 


inside" 

XEON 


’Based  on  preliminary  IBM  testing  of  x3850  X6  with  PCI-E  based  flash  storage  achieving  write  latency  of  15ps  and  DIMM-based  flash  storage  achieving  10ps  write  latency.  These  preliminary  results 
are  subject  to  change. 

IBM,  ibm.com  and  their  logos  are  trademarks  of  IBM  Corp.,  registered  in  many  jurisdictions  worldwide.  See  current  list  at  ibm.com/trademark.  Intel,  the  Intel  logo,  Xeon  and  Xeon  Inside  are 
trademarks  or  registered  trademarks  of  Intel  Corporation  in  the  U.S.  and/or  other  countries.  ©  International  Business  Machines  Corp.  2014. 


WHAT  IS 

VISUAL  HACKING 
AND 

WHY  SHOULD 
YOU  CARE? 


It's  probably  happened  to  you. 

Ever  been  on  an  airplane  or  in  a  coffee 
shop  and  caught  someone  looking  at 


your  laptop  screen?  That's  visual  hacking. 

It  could  be  your  laptop,  smartphone,  or 
even  paper  documents.  Somebody  sneaks  a  look  at 
something  they  shouldn't  be  seeing,  and  you've  been 
visually  hacked. 

Visual  hackers  lurk  everywhere. 

67%  of  employees  expose  sensitive  data  outside  the 
workplace*  It  happens  on  planes  and  buses.  In  restaurants 
and  cafes.  At  hotels  and  tradeshows.  In  waiting  rooms  and 
boardrooms.  Anywhere  sensitive  information  is  exposed,  you 
can  bet  it's  seen  by  people  who  aren't  supposed  to.  And  with 
the  boom  in  mobile  devices,  the  problem  will  only  get  worse. 


Here's  why  it  matters. 

Some  may  say,  "So  what?"  But  do  you  really  want  to  find  out 
what  happens  when  your  organization's  private  business 
becomes  public  knowledge?  We're  talking 
intellectual  property,  customer  data, 
financial  documents,  personnel  files,  and 
more.  Organizations  spend  millions  on  IT 
security  but  do  little  to  prevent  the  display  of  sensitive, 
proprietary  and  confidential  data  in  plain  sight.  Failing  to 
address  this  vulnerability  is  too  big  a  risk. 

Without  a  visual  privacy  policy, 
your  organization  is  exposed. 

Go  to  StopVisualHacking.org  for  resources 
and  information  about  establishing  a  visual 
privacy  policy  where  you  work.  Do  it  today. 


STOP  VISUAL- 
HACKING. ORG 


'Thomson,  Herbert  H,  PhD.  "Visual  Data  Breach  Risk  Assessment  Study.''  2010.  People  Consulting  Services 
A  message  from  the  Visual  Privacy  Advisory  Council,  sponsored  by  3M. 


ILLUSTRATION  BY  DAN  PAGE 


Sensors  and  Sensibility 

CIOs  face  technical  and  ethical  questions  about 
the  Internet  of  Things  by  kim  girard 

Chamberlain  Group  CIO  Bill  Radon  met  with  a  team  of  engineers  and  IT  managers  in  2012,  asking 
what  was  next  for  the  company,  a  leading  maker  of  residential  and  commercial  garage  door  openers. 

Earlier,  the  team  had  delivered  an  Internet  of  Things  device  called  MyQ  Gateway  to  connect 
customers’  smartphones  to  a  narrow  set  of  garage  door  products.  Now  Chamberlain  wanted  to 
build  a  device  to  connect  with  most  garage  door  openers,  even  those  from  competitors.  The  result: 
MyQ  Garage,  which  lets  users  monitor  and  control  their  garage  doors  with  an  Android  or  iOS 
smartphone. 

Selling  through  retailers  like  Apple  and  Best  Buy  has  increased  Chamberlain’s  sales,  Radon 
says,  though  the  private  company  won’t  release  numbers.  It  has  also  put  Radon  under  pressure  to 
meet  back-end  IT  demands  to  monitor  thousands  of  devices  worldwide,  every  few  seconds.  ►  ► 


. 23%  U.S.  mobile  phone  users  who  say  they  would  trust 

Amazon.com  to  provide  them  with  a  mobile  digital  wallet.  Forrester  Research*  •  •  •  • 
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►  ►  Internet  Of  Things  Continued  from  Page  11 


crunch 


CEOs  Rank  tech  disruption  No.  1 


Every  time  a  garage  door  sensor  pings,  data 
moves  through  the  customer’s  Wi-Fi  to  the 
cloud,  prompting  Chamberlain’s  data  center 
to  send  an  alert  back  to  the  customer’s  phone. 

An  estimated  26  billion  devices— every¬ 
thing  from  coffeemakers  to  cars— will  be 
connected  to  the  Internet  worldwide  by  2020, 

Gartner  predicts.  Scott  Peppet,  a  professor 
of  law  at  the  University  of  Colorado,  wor¬ 
ries  about  long-term  plans  for  Internet  of 
Things  data.  Companies  should  have  a  plan 
to  destroy  what’s  collected  in  the  cloud  after  a 
certain  time  period,  he  says,  and  be  clear  with 
customers  about  how  they  use  their  data. 

Data  collected  by  companies  about  when 

a  clothes  dryer  turns  on  or  when  a  garage 

door  opens  can  be  used  later  to  draw  inferences  about  people 

involved  in  legal  cases,  which  is  a  privacy  issue  consumers 

should  consider,  he  says. 

MyQ  Garage’s  interface  appears  on  a  phone  as  a  picture  of  a 
garage  door.  A  time  stamp  and  visual  cues  show  when  the  door 
is  open  or  closed.  Chamberlain  works  with  startup  Arrayent  to 
pass  data  from  the  devices  to  Chamberlain’s  back-end  systems. 

“In  just  a  second  or  two,  I  need  to 
be  able  to  go  through  the  network 
into  the  cloud  to  authenticate  both 
the  device  and  the  homeowner  and 
push  the  response  back  to  the  garage 
door  opener,”  Radon  says. 

Collecting  customer  data  from 
sensors  “is  a  responsibility,”  he  says. 

Chamberlain  hasn’t  done  any  heavy- 
duty  data  mining  or  cross-selling  yet, 

Radon  says.  But  future  plans  might  include  notifying  Cham¬ 
berlain’s  customers  when  a  garage  door  is  about  to  break  down. 
The  company  is  also  exploring  how  to  use  MyQ  Garage  to  track 
family  members  so  a  mother,  say,  could  be  alerted  when  her 
child  gets  home  from  school. 

Companies  walk  a  fine  line  between  violating  customer  pri¬ 
vacy  and  offering  something  they  want.  Chamberlain’s  mar¬ 
keting  department  tracks  customer  feedback  on  social  media 
websites  like  Facebook.  For  example,  customers  were  frustrated 
with  security  settings,  though  the  issue  is  now  resolved.  “It’s 
not  all  roses,”  he  says.  “This  stuff  is  new.  We’re  trying  to  learn.” 

Kim  Girard  is  a  freelance  writer  based  in  California. 


Of  all  of  the  changes  underway  in  the  global  economy,  U.S.  CEOs 
see  technology-which  can  improve  customer  experiences  or 
disrupt  business  models-as  the  top  megatrend. 


Global  trends  most  likely  to  transform  business  in  the  next  five  years: 

Technological  advances 
Demographic  shifts 


Shifts  in  global  economic  power 
Resource  scarcity  and  climate  change 

SOURCE:  PricewaterhouseCoopers  2014  survey  of  162  U.S.  CEOs,  multiple  responses  allowed. 
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This  stuff  is 
new.  We're 
trying  to 
learn." 

-Bill  Radon,  CIO, 
Chamberlain  Group 
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Chico’s  Adds 
Tech  Tables 
To  Retail  Mix 

Chico's  FAS,  a  women's  clothing  retailer,  is 
adding  in-store  "tech  tables"  and  a  digital 
style  magazine  to  flesh  out  its  omnichannel 
retail  strategy,  says  CIO  Eric  Singleton. 

Last  year  the  company,  which  has  four 
retail  brands,  began  installing  the  touch¬ 
screen  tables  at  its  Boston  Proper  and  White 
House  Black  Market  stores.  The  tables  let 
customers  browse  products,  colors  or  sizes 
that  may  not  be  in  stock  in  the  stores,  as  well 
as  look  at  complementary  items  and  purchase 
them  for  delivery. 

Singleton  says  the  tech  tables  are  produc¬ 
ing  "steady  incremental  sales"  and  will  be 
installed  in  the  stores  of  the  company's  other 
brands-Chico's  and  Soma  Intimates-with  a 
goal  of  more  closely  uniting  all  four  brands. 

Chico's  also  created  a  digital  magazine 
called  StyleEdit-available  on  tech  tables, 
computers  and  tablets-where  customers  can 
browse  fashion  articles  and  merchandise. 

The  tech  tables  plus  the  digital  magazine 
are  an  attempt  to  "embrace  the  new  psychol¬ 
ogy  of  how  people  shop,"  Singleton  says,  and 
close  the  gap  between  the  digital  and  in-store 
experience.  -Lauren  Brousell 
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. 06%  CIOs  who  say  the  impending  retirement  of  mainframe  experts  will 

hurt  their  business  and  their  ability  to  support  legacy  applications.  Compuware*  •••••• 
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We  offer  a  platform  for  Strategic  Interoperability. 

Our  technology  is  essential  if  you  want  to  make 
breakthroughs  in  strategic  initiatives  such  as 
coordinating  care,  managing  population  health,  and 
engaging  with  patient  and  physician  communities. 

Add  our  HealthShare  platform  to  your  EMRs. 

InterSystems  HealthShare®  will  give  you  the  ability 
to  link  all  your  people,  processes,  and  systems  - 
and  to  aggregate,  analyze,  and  share  all  patient  data. 
With  HealthShare,  your  clinicians  and  administrators 
will  be  able  to  make  decisions  based  on  complete 
records  and  insight  from  real-time  analytics. 

IhterSystems 

lnterSystems.com/Ability2F 


2014  InterSystems  Corporation.  All  rights  reserved.  InterSystems  and  InterSystems  HealthShare  are  registered  trademarks  of  InterSystems  Corporation.  4-14  Ability2CI0 
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Look  Outside  for  Data  Expertise 

Still  building  your  in-house  data  analytics  operation? 

External  providers  can  supplement  your  capabilities-fast, 


BY  MADELINE  WEISS  AND  JUNE  DREWRY 

We're  all  familiar  with  the  traditional 
outsourcing  model  of  using  external 
service  providers  to  handle  IT  infra¬ 
structure  and  maintenance  in  hopes 
of  cutting  costs  and  freeing  in-house 
IT  staff  to  focus  on  higher-value  activities  unique  to  the 
business.  But  something  similar  is  happening  with  data 


analytics:  Companies  are  starting  to  sup¬ 
plement  their  in-house  analytics  capabili¬ 
ties  by  using  external  providers. 

At  a  recent  meeting  of  the  Society  for 
Information  Management’s  Advanced 
Practices  Council,  researchers  Gabe  Pic- 
coli  (University  of  Pavia)  and  Federico 
Pigni  (Grenoble  Ecole  de  Management) 
described  a  startup  called  Versium— one 
example  of  a  company  offering  this  new 
breed  of  data-analytics  services.  Ver¬ 
sium  can  combine  a  business’s  own  data 
with  Versium’s  collection  of  customer 
data  and  apply  predictive  analytics  to 
better  understand,  find  and  retain  customers. 

Versium’s  data  warehouse  has  over  300  billion  online 
and  offline  observations  about  consumers,  such  as  pur¬ 
chase  interests,  social-media  behavior,  demographics, 
education  level,  family  status,  financial  rating  and  life 
changes  that  might  trigger  new  purchases.  These  attributes 
are  combined  with  enterprise  data  to  produce  predictive 
scores  and  consumer  intelligence. 

Predictive  scores  include  fraud  scores  (who  is  trying 
to  scam  us?),  churn  scores  (who  is  most  likely  to  cancel?), 
social  influencer  scores  (which  customers  affect  peers’ 
behavior?),  wealth  scores  (what  is  the  predictive  buying 
power  of  my  consumers?),  shopper  scores  (who  are  dis¬ 
count  shoppers  vs.  full  price?),  and  recommendation  scores 
(which  offers  should  be  sent  to  which  consumers?). 

At  the  council  meeting,  Barbara  Wixom,  an  expert 
in  business  intelligence  at  MIT’s  Center  for  Information 
Systems  Research,  offered  other  examples  of  companies 
getting  data  and  analytics  from  external  providers— either 


while  they  build  their  internal  capacity  or  in  lieu  of  doing 
so.  She  cited  the  rental-car  company  Hertz,  which  supple¬ 
ments  its  in-house  analytics  resources  and  data  warehouse 
with  external  services.  Hertz  outsources  the  selection  and 
provision  of  non-Hertz  data,  as  well  as  the  processes  of 
modeling  and  cleansing  data,  hosting  and  managing  data, 
and  gleaning  insights  from  that  data.  These  outsourced 


capabilities  allowed  Hertz  to  let  cus¬ 
tomers  swap  or  upgrade  their  reserved 
rental  car  on  their  mobile  phones. 

Hertz  also  supplements  its  in-house 
capabilities  with  software  from  IBM  and 
Mindshare  Technologies  for  a  “voice  of 
the  customer”  analytics  system  that 
examines  thousands  of  comments  from 
Web  surveys,  emails  and  text  messages 
so  the  company  can  quickly  pinpoint  and 
resolve  customer  problems. 

Using  a  set  of  linguistic  rules,  the  sys¬ 
tem  automatically  categorizes  comments 
with  descriptive  tags  like  “vehicle  clean¬ 
liness,”  “staff  courtesy”  and  “mechanical  issues,”  freeing 
location  managers  from  having  to  tag  them  manually.  The 
system  also  flags  customers  who  request  a  callback  from  a 
manager  or  who  mention  Hertz’s  customer  loyalty  program. 

Analytics  outsourcing  can  speed  up  the  delivery  of  new 
services,  provide  access  to  advanced  technology,  and  give 
access  to  data  scientist  skills  that  are  notoriously  hard  to 
acquire  and  retain  in-house.  And  it  could  be  a  short-term 
solution  while  the  company  figures  out  its  data-analytics 
strategy  of  the  future.  But  be  careful:  You’ll  need  contract 
terms  that  protect  competitive  information  and  practices. 

Are  you  using  external  providers  to  strengthen  your 
customer  engagement?  Are  you  plotting  both  a  short-term 
and  a  long-term  data  analytics  strategy?  Your  competitors 
most  likely  are. 


Madeline  Weiss  is  director  of  the  Society  for  Information  Man¬ 
agement's  Advanced  Practices  Council  (APC).  June  Drewry  is 
former  CIO  of  Chubb  and  an  adviser  to  the  APC. 


Companies  are 
getting  data 
and  analytics 
from  external 
providers-either 
while  they  build 
their  internal 
capacity  or  in 
lieu  of  doing  so. 
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BY  2020,  INFORMATION 
MANAGED  BY  ENTERPRISES 
WILL  GROW  14X. 
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Be  ready  with  the  storage 
that’s  ready  for  the  future. 


The  world  of  data  is  growing  by  the  day.  That’s  why  for  25  years,  SanDisk  has  pushed 
the  boundaries  of  what’s  possible  in  storage.  The  result  is  more  than  leading-edge 
servers  and  storage  arrays.  It’s  the  peace  of  mind  that  comes  with  being  ready  for 
what’s  next,  sandisk.com/data 


Source:  IDC.  Big  Trends.  Big  Change.  September  2013.  1  SanDisk  Corporation  2014 


SarDisk 


leadership  and 
operational  excellence 


Ready  for  Prime  Time 

An  integrated  enterprise  sales  and  CRM  system  helps  DirecTV 
tune  in  to  customer  needs  by  Stephanie  overby 


Handling  the  phones  for  DirecTV  used  to  be  a  juggling  act.  Sales  agents  had  to  use  as  many  as  13 
systems— toggling  between  applications,  scribbling  notes,  checking  cue  cards,  punching  numbers 
into  handheld  calculators— all  while  trying  please  a  potential  customer. 

Keeping  those  balls  in  the  air  affected  productivity  for  a  group  responsible  for  half  of  the  $30 
billion  company’s  revenue.  Working  with  three  outsourced  call  centers  without  a  consolidated 
customer  record  didn’t  help  either.  “If  you  started  the  sales  process  and  then  hung  up  to  check  with 
your  wife,  the  next  time  you  called  in,  you’d  be  routed  to  a  different  call  center  and  a  different  agent 
and  none  of  that  original  information  would  have  been  captured,”  says  DirecTV  CIO  Mike  Benson. 

In  2009,  DirecTV  decided  to  consolidate  the  disparate  tools  and  processes  into  a  single  enter¬ 
prise  system  to  guide  agents  from  lead  tracking  to  closing  the  sale.  They’d  tried  that  a  year  ►  ► 


DirecTV  CIO  Mike  Benson 

IT  staff  to  observe  call  centers 
before  building  an  enterprise 
sales  and  service  system. 
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look  beyond  the  obvious 


Dell™  SonicWALL™  next-gen  firewalls  provide  a  deeper  level  of  network 
security  and  application  control  without  affecting  performance. 


Not  all  next-generation  firewalls  are  the  same.  Dell  SonicWALL  firewall  appliances  scan  every 
byte  of  every  packet  while  maintaining  high  performance  and  low  latency.  And,  Dell  SonicWALL  network  security 
provides  high-performance  SSL  decryption  and  inspection,  an  intrusion  prevention  system  that  features  sophisticated 
anti-evasion  technology,  context-aware  application  control  and  network-based  malware  protection  that  leverages  the 
power  of  the  cloud.  Now  your  organization  can  stay  productive  while  blocking  sophisticated  new  threats. 


The  power  to  do  more 


►  ►  CRM  Continued  from  Page  16 


earlier,  but  failed  when  agents  rejected  the  tool.  And 
Benson  knew  why.  “We  had  no  understanding  of 
the  actual  processes  being  used  in  those  call  cen¬ 
ters,”  he  explains.  “We  built  capabilities  on  wrong 
assumptions.”  IT  relied  on  the  business  operations 
group  that  managed  call  centers  to  provide  require¬ 
ments,  but  they  were  too  far  removed. 

This  time,  Benson  sent  his  staff,  including  busi¬ 
ness  analysts  and  programmers,  to  observe  call 
centers  in  California,  West  Virginia  and  Florida  for 
two  months.  They  then  collaborated  with  business 
operations  to  develop  the  right  workflows. 

Using  Salesforce.com  for  lead  tracking,  Jacada 
for  workflow  management  and  Informatica  for 
data  synchronization,  the  IT  group  developed  Sales 
CRM.  The  system  guides  agents  through  the  call 
flow,  incorporating  scripts,  latest  offers,  local  chan¬ 
nel  availability  and  legal  disclosures. 

Enterprise  systems  that  offer  real-time  guidance 
are  gaining  popularity  in  call  centers  as  companies 
look  to  end-to-end  CRM  tools  to  improve  productiv¬ 
ity  and  cut  operating  costs,  says  Phil  Fersht,  CEO  of 
IT  and  business  services  analyst  firm  HfS  Research. 

Sales  CRM  integrates  with  DirecTV’s  work- 
order  management  and  scheduling  systems,  so 
installation  appointments  are  made  when  a  sale 
is.  If,  say,  the  scheduling  system  is  down  for  main¬ 
tenance,  the  software  automatically  routes  new 
sales  back  to  an  agent  when  the  scheduling  system 
is  back  up  to  make  the  installation  appointments. 

In  a  function  where  every  second  costs,  Sales 
CRM  has  reduced  call-handle  time  by  two-and-a- 
half  minutes.  It  has  also  increased  the  percentage  of 
calls  that  result  in  sales.  (Benson  will  not  say  exactly 
how  much  close  rates  have  increased.)  Agent  train¬ 
ing  time  has  been  reduced,  which  is  important  since 
the  monthly  call-center  employee  churn  rate  is  5  to 
10  percent,  he  says.  New  hires  can  hit  performance 
targets  within  a  week. 

Now  DirecTV  is  evaluating  real-time  call  cen¬ 
ter  analytics.  If  certain  agents  close  more  sales,  for 
example,  the  system  might  automatically  route 
more  calls  to  them.  That  will  involve  working 
closely  with  the  individuals  who  today  manage  the 
call-routing  process.  “The  biggest  challenge  will  be 
working  with  them  to  build  a  solution,”  says  Ben¬ 
son.  “There  will  be  a  lot  of  unknowns  for  them  and 
worry  about  how  their  jobs  will  change.  How  we 
manage  that  will  be  critical.” 


Stephanie  Overby  is  a  freelance  writer  based  in 
Massachusetts. 
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IT's  Restrictive  Software 
Threatens  to  Derail  BYOD 

BY  TOM  KANESHIGE 

Just  two  years  ago,  the  bring-your-own-device 
(BYOD)  phenomenon  flooded  the  enterprise,  lead¬ 
ing  IT  departments  to  implement  mobile  device 
management  (MDM)  software  that  balances 
employees'  desire  to  enjoy  the  convenience  of  hav¬ 
ing  work  and  personal  apps  on  a  single  device  with  companies' 
need  for  security. 

But  as  more  and  more  companies  take  advantage  of 
advanced  MDM  capabilities,  they  run  the  risk  of  ruining  the 
BYOD  user  experience.  "We  think  some  IT  organizations  that 
are  used  to  having  strong  controls  in  place  on  mobile  devices 
are  going  to  implement  MDM  policies  that  are  just  too  onerous," 
says  Gartner  analyst  Van  Baker. 

The  rise  of  the  consumer  device  in  the  enterprise  is  thanks 
in  large  part  to  the  great  user  experience  offered  by  Apple  and, 
later,  Android.  Since  people  were  drawn  in  by  devices'  ease  of 
use,  if  usability  suffers,  users  will  surely  revolt.  By  2016,  one 
out  of  five  BYOD  programs  will  fail  due  to  overly  restrictive 
MDM  measures,  Baker  predicts. 

Gartner  surveyed  workers  late  last  year  and  found  that 
one  in  five  refuse  to  have  anything  to  do  with  BYOD  programs 
because  of  privacy  concerns.  Together,  poor  usability  and  pri¬ 
vacy  violations  could  derail  the  BYOD  movement, 


Already  Happening:  Baker  says  he  is  already  seeing  MDM 
degrading  the  user  experience  on  mobile  devices.  For  instance, 
some  IT  departments  are  turning  on  MDM  controls  that  force 
users  to  enter  multiple  passwords.  In  one  scenario,  a  user  with 
an  open  Facebook  app  in  the  personal  space  of  a  BYOD  tablet 
who  wants  to  check  work  email  has  to  log  out  of  Facebook,  log 
out  of  the  personal  space,  log  in  to  the  work  space,  and  log  in 
to  the  corporate  email.  If  she  wants  to  return  to  Facebook,  she 
must  do  it  all  again  in  reverse. 

Baker  says  another  company  distributed  tablets-but  only 
after  disabling  their  GPS,  Wi-Fi  and  cellular  capabilities  and 
mounting  them  in  cradles  that  required  a  secure  ID  card.  The 
tablets  essentially  became  paperweights. 

Usability  also  suffers  when  companies  restrict  access  to 
new  features.  Consumer  technology  vendors  are  updating 
both  hardware  and  software  at  a  frenetic  pace-but  MDM  soft¬ 
ware  makers  have  a  hard  time  keeping  up.  If  the  MDM  doesn't 
support  the  latest  upgrade,  employees  won't  be  able  to  get 
the  latest  features  on  their  personally  owned  device.  The  likely 
result:  Employees  will  opt  out  of  the  BYOD  program. 


Tom  Kaneshige  is  a  senior  writer  at  CIO.com,  where  he  covers  Apple, 
BYOD  and  the  consumerization  of  IT. 
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Outside  the  firewall,  it’s  a 

wild  world 


The  world  of  data  behind  the  corporate  firewall  is  safe  and 
predictable,  where  IT  maintains  confident  control  over  company- 
owned  endpoints.  But  outside  the  data  center  is  a  sinister  world 
full  of  ever-changing  threats  for  the  mobile  workforce  to  navigate. 
This  is  the  world  of  data  in  the  wild. 

Druva  inSync  defends  data  from  loss,  theft  and  breach  —  regardless 
of  OS  or  device.  With  its  industry-best  data  protection  and 
governance,  inSync  is  vital  to  the  survival  of  your  data  in  the  wild. 


Get  your 
Survival  Guide  at 

wild.druva.com 


druua 

Defending  Data  in  the  Wild 


Druva  ©  2014.  All  rights  reserved. 


ANALYST  VIEW 

It's  Here:  The  Age  of  the  Customer 

CIOs  will  need  to  guide  two  sets  of  IT  systems:  one  that  runs  internal 
operations,  and  one  focused  on  the  customer  experience  by  peter  burris 


on't  look  now,  but  your  company  is  los¬ 
ing  control.  Your  marketing  brethren  are 
already  living  with  the  challenge:  Custom¬ 
ers  are  now  in  the  driver’s  seat. 

The  age  of  the  customer  turns  up  the 
heat  on  21st-century  institutions,  causing  disruption 
and  discontinuities.  Traditional  sources  of  sustainable 
returns  melt  in  the  glare  of  increasing  customer  power. 
That  new  brand  story  you  spent  $18  million  telling?  It 
just  got  undercut  by  a  single  influential  blogger  compil¬ 
ing  a  list  of  12  counterexamples  that  has  been  tweeted  1.2 
million  times  and  picked  up  by  the  news  wires.  That  new, 
modern  plant  you  built  to  decrease  your  manufacturing 
line  costs  by  8  percent?  Your  competitor  just  made  it  obso¬ 
lete  by  introducing  a  product  that  can  be  enhanced  in  the 
field,  wirelessly  and  immediately,  in  response  to  customer 
requirements,  and  customers  are  tweeting  their  delight. 

Empowered  customers  increase  their  influence  on  the 
market  by  using  information  and  technology  to  demand 
what  they  want  and  decide  with  whom  they  do  business. 
Only  customer-obsessed  businesses  can  increase  market 


share,  revenue  and  profit  in  the  age  of  the  customer. 

How  should  technology  management  answer  the 
call?  Broaden  the  agenda  beyond  internal  IT  operations 
to  include  work  focused  on  acquiring  and  retaining  cus¬ 
tomers.  The  CIO  and  all  other  technology-management 
executives  must  manage  two  agendas  in  the  future:  inter¬ 
nal  operations,  which  we  can  call  IT;  and  business  technol¬ 
ogy  (BT) — the  technology  systems  and  processes  used  to 
attract,  serve  and  retain  customers. 

The  BT  agenda  must  focus  on  providing  superior  cus¬ 
tomer  experiences.  It  requires  new  discipline  and  doesn’t 
follow  an  easily  automated  process  or  formula.  It  means 
finding  a  way  to  harness  less-mature  yet  rapidly  evolving 
technologies,  including  social,  mobile,  customer  analytics 
and  customer  experience  management.  BT  will  provide 
the  next  big  technology  payoff  as  companies  find  innova¬ 
tive  ways  to  intercept  and  engage  empowered  customers 
through  digital  interfaces,  devices  and  services. 


Peter  Burris  focuses  on  CIOs  in  his  role  as  a  vice  president  and 
research  director  at  Forrester  Research. 
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IT  Innovation 
Challenges 
Security  Pros 

Pressure  from  upper  management 
and  boards  for  IT  innovation  is  push¬ 
ing  security  professionals  beyond 
their  knowledge  and  resources,  forc¬ 
ing  them  to  roll  out  insecure  technol¬ 
ogy,  analysts  say. 

Nearly  four  out  of  five  IT  pros 
felt  pressured  into  deploying  inad¬ 
equately  secured  software  last  year, 
according  to  a  report  by  security 
firm  Trustwave.  Half  of  the  830  CIOs. 
CISOs  and  IT  security  directors  and 
managers  surveyed  said  the  most 
pressure  came  from  company  own¬ 


ers,  boards  and  C-level  executives. 

"They  want  to  have  these  features 
and  they  want  it  right  now,"  says 
Drew  Porter,  senior  security  analyst 
at  consultancy  Bishop  Fox.  "They 
worry  about  the  security  afterward." 

Technologies  with  the  greatest 
security  risks  were  cloud  services, 
mobile  apps  and  bring-your-own- 
device  programs,  the  Trustwave 
study  found.  Social  media  was  also 
considered  a  top  risk. 

Business  pressure  to  use  new 
technologies  is  causing  security 
execs  to  go  beyond  their  level  of 
expertise,  says  Forrester  Research 
analyst  Renee  Murphy.  "CISOs  are 
dealing  with  the  pressures  of  the 
business  telling  them  to  innovate 
when  clearly  the  [security]  technol¬ 


ogy  hasn't  caught  up,  or  at  least 
their  understanding  of  the  technol¬ 
ogy  hasn't  caught  up,"  she  says. 

Securing  the  wide  variety  of 
mobile  devices  executives  and 
employees  want  to  use  on  the  cor¬ 
porate  network  is  a  good  example  of 
what's  causing  migraines  for  secu¬ 
rity  pros,  Murphy  says. 

For  the  current  situation  to 
improve,  business  executives  and 
security  pros  will  need  to  collaborate 
on  a  holistic  approach  to  securing 
new  technologies,  Murphy  says. 

"Security  and  risk  don't  have  to 
inhibit  innovation,"  she  says.  "Inno¬ 
vation  might  have  to  go  a  little  bit 
slower  in  order  to  accommodate 
it,  but  there's  no  reason  they  can't 
coexist."  -Antone  Gonsalves 
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Finally,  an  efficiency-minded  business 
case  for  the  DCIM  you  really  want. 

Six  ways  StruxureWare  for  Data  Centers  software  improves  operational  and  energy  efficiency. 


Monitor  energy  index  globally 

Get  information  to  stay  well-informed 
of  energy  market  opportunity  and/or 
market  risk. 


Identify  excess  capacity 

Find  stranded  capacity  and 
determine  which  devices  can  be 
decommissioned  or  used  elsewhere. 


Report  energy  use/cost 

Collect,  analyze,  and  report  on 
your  energy  cost  and  consumption 
at  the  macro  or  micro  level. 


Show  PUE  across  IT/facilities 

Generate  a  power  usage  effectiveness 
metric  and  dozens  of  other  relevant  key 
performance  metrics  in  real-time. 


Generate  DC  energy 
charge-backs 

Provide  energy  use  details  that 
enable  linking  operating  costs  to 
each  business  unit  user  group  for 
"charge-backs." 


Simulate  business-critical 
effects  of  system  failure 

Pinpoint  potential  mission-critical 
IT  consequences  of  power  and 
cooling  failure. 


Energy-efficient  availability 

For  most  businesses,  cost,  capacity,  and  carbon  are  top  of  mind.  As  a  data  center 
or  facility  manager,  you  need  to  manage  system  availability  within  the  context  of 
energy  efficiency  regulations  and  OpEx  requirements  to  ensure  that  your  data  center 
always  can  accommodate  these  business  requirements  —  without  risking  uptime. 

Schneider  Electric  StruxureWare™  for  Data  Centers  software  combines  monitoring, 
automation,  planning,  and  implementation  to  provide  a  multifaceted,  complete 
view  of  all  data  center  functions  —  in  an  easy  way  that  gives  the  right  information 
to  the  right  user  at  the  right  time. 

The  right  information  at  the  right  time 

Our  advanced  data  center  infrastructure  management  (DCIM)  software  enables 
you  to  see  across  the  data  center  physical  infrastructure  from  building  to  server  so 
you  can  monitor  and  protect  uptime,  as  well  as  simulate  and  analyze  the  effect  of 
moves,  adds,  and  changes  in  relation  to  cost,  resource  capacity,  and  energy  use. 
Together,  facilities  ...  and  IT  can  ensure  that  your  data  center  can  adjust  at  any  time 
to  business  needs,  while  balancing  availability  and  energy  efficiency. 


StruxureWare 

End-to-end  visibility  of  your  data  center: 

>  Visualize  change/capacity  scenarios 

>  View  your  current  and  historic  PUE/DCiE 

>  Maintain  highest  availability  at  all  times 

>  See  and  manage  your  energy  use 

>  Manage  space  and  cages  in  multi-tenant  facilities 

>  Enhance  life  cycle  services  from  planning 
to  maintenance 

APC™  by  Schneider  Electric  products, 
solutions,  and  services  are  an  integral 
b^schneider  Electric  part  of  the  Schneider  Electric  IT  portfolio. 


Business-wise,  Future-driven.™ 


Improve  data  center  operations  and  efficiency! 
Get  our  FREE  DCIM  white  paper  today  and 
enter  to  win  a  Samsung  Galaxy  Note M  3! 

Visit  www.SEreply.com  Key  Code  h156u 


Schneider 

&  Electric 


©2014  Schneider  Electric.  All  Rights  Reserved.  Schneider  Electric,  APC,  StruxureWare,  and  Business-wise,  Future-driven  are  trademarks  owned  by  Schneider  Electric  Industries 
SAS  or  its  affiliated  companies.  All  other  trademarks  are  the  property  of  their  respective  owners,  www.schneider-electric.com  •  998-1 187091  JJS_Note3 
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Close  the  Gap  Between  IT  and  HR 

IT  needs  to  provide  HR  with  sharp  questions  about  niche  technical  skills. 

And  HR  pros  need  to  do  their  homework  about  IT.  by  rona  borre 


Ask  your  HR  director  to  hire  five  new  IT 
analysts  skilled  in  hypervisor  and  server 
virtualization  infrastructure  and  you’ll 
likely  get  a  quizzical  look  back.  The  fact 
is  that  technology  in  the  workplace  is 
advancing  too  fast  for  HR  professionals  (and  really  any 
non-IT  personnel)  to  keep  up  with. 

This  widening  knowledge  gap 
between  IT  professionals  and  the  HR 
managers  who  are  tasked  with  filling 
positions  causes  real  problems  in  hir¬ 
ing  the  right  workers.  The  problem 
occurs  most  frequently  when  IT  manag¬ 
ers  need  to  find  an  employee  that  has  a 
very  specific  set  of  IT  skills.  While  HR 
professionals  can  find  broadly  qualified 
technologists  and  network  administrators,  highly  spe¬ 
cialized  skills  such  as  cloud  computing,  DevOps  software 
development,  NoSQL  databases  and  big-data  analytics  are 
often  beyond  HR’s  ability  to  evaluate. 

Left  unmanaged,  HR’s  misunderstanding  of  new  tech¬ 
nology  concepts  and  keywords  can  result  in  poor  hires  and 
unmet  expectations. 

Ask  the  Right  Questions 

To  bridge  the  knowledge  gap  between  IT  professionals 
and  hiring  managers,  the  first  step  should  be  developing  a 
partnership  between  HR  and  the  IT  hiring  manager.  The 
IT  hiring  manager  should  develop  a  set  of  questions  for 
each  technology  discipline  the  company  is  seeking.  IT  can 
provide  qualifying  questions  for  candidates  seeking  cloud 
computing  jobs,  for  example,  or  virtualization  jobs. 

HR  can  then  meet  IT  halfway  by  augmenting  this  slate 
of  questions  with  its  own  queries  that  will  reveal  a  candi¬ 
date’s  nontechnical  competencies,  such  as  their  communi¬ 
cation  skills  or  whether  they  are  a  cultural  match. 

The  second  step  should  be  for  HR  professionals  to  work 
to  understand  the  scope  of  the  new  IT  project  or  initiative. 


That  way,  rather  than  just  scanning  resumes  for  keywords 
and  acronyms,  the  recruiter  can  look  for  similarities  in  proj¬ 
ect  responsibilities  that  will  yield  a  closer  talent  match  by 
identifying  professionals  who  have  already  accomplished 
goals  similar  to  the  ones  in  the  job  description.  Someone 
with  extensive  database  experience  would  be  an  attractive 
prospect  for  a  project  that  will  include  a 
great  deal  of  back-end  work,  for  example. 
This  approach  will  help  minimize  time 
wasted  on  evaluating  candidates  who 
claim  to  have  specialized  skills  and  cer¬ 
tifications  but  haven’t  worked  on  actual 
projects  that  use  the  technology. 

Finally,  HR  professionals  have  to 
do  their  part  to  keep  abreast  of  the  lat¬ 
est  IT  developments.  Vendor  websites, 
YouTube  and  even  Wikipedia  provide  a  wealth  of  resources 
for  learning  about  new  technologies  and  how  they’re  used 
in  the  enterprise. 

HR  should  also  communicate  with  the  IT  team  regu¬ 
larly.  Even  a  monthly  meeting  will  help  keep  the  HR 
team  up-to-date  on  what  kind  of  projects  the  company  is 
working  on  and  what  IT  skills  those  projects  require.  And 
knowing  which  previous  hires  have  excelled— and  which 
hires  have  fared  poorly— will  help  HR  fine-tune  its  ability 
to  identify  successful  candidates. 

The  knowledge  gap  between  HR  managers  and  IT  pro¬ 
fessionals  will  continue  to  grow  as  today’s  technologies 
become  more  complex.  And  as  these  technologies  become 
a  competitive  differentiator  for  companies,  closing  this  gap 
and  finding  the  right  technical  talent  is  more  urgent  than 
ever.  Closer  cooperation  between  HR  and  IT  will  yield  more 
on-target  job  candidates,  and  those  candidates  will  also 
notice  your  company’s  dedication  to  the  latest  technological 
advances,  making  it  more  likely  that  you’ll  lure  top  talent. 


Rona  Borre  is  CEO  and  founder  of  IT  hiring  and  recruiting  firm 
Instant  Technology. 


A  monthly 
meeting  will  keep 
HR  up-to-date 
on  IT  projects 
and  the  skills 
they  require. 
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IT'S  YOUR  DAY 
CREATE  SOMETHING 
POWERFUL. 

Where  could  you  take  your  business  if  you  had  fewer  daily  distractions?  It's  time  to 
find  out.  With  CenturyLink  as  your  trusted  technology  partner,  you  get  access  to  a 
global  broadband  network,  custom  communications  solutions  and  a  visionary  cloud 
infrastructure  with  data  centers  around  the  world  -  freeing  you  to  innovate  and  grow 
your  business  into  something  even  more  successful. 


centurylink.com/link 


Data  •  Voice  •  Cloud  •  Managed  Services 


CenturyLink 

Business 


Your  link  to  what's  next1" 
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COVER  STORY  ::  Competition 


With  technology,  successful  companies  can 

destroy  the  establishment  and  create  new  markets.  Without  technology,  they  whither 
as  competitors  steal  the  future. 

“When  one  company  wins,  another  loses,”  says  corporate  psychologist  Jim  Taylor. 
“You  can’t  win  without  technology.” 

Some  of  the  most  effective  competitive  moves  happening  today  weren’t  possible 
10  years  ago,  before  Facebook,  Twitter  and  other  social  media  technology  arrived. 
Or  five  years  ago,  before  data  analytics  proved  workable  in  near  real-time.  Or  even 
one  year  ago,  before  the  Internet  of  Things  bloomed,  spawning  new  opportunities. 

To  understand  how  IT  both  shapes  and  supports  business,  we  look  at  the  fiercest 
of  rivals  in  three  industries  critical  to  America’s  global  economic  standing:  In  retail, 
Home  Depot  and  Lowe’s.  In  manufacturing,  Ford  and  General  Motors.  In  logistics, 
FedEx  and  UPS. 


Technology  boasts  permeate  the  marketing 
and  investment  strategies  for  these  companies. 
William  Clay  Ford  Jr.,  executive  chairman  of  Ford, 
likes  to  tell  investors  “we  are  committed  to  being  the 
automotive  leader  in  wireless  communication  technol¬ 
ogy.”  Home  Depot  CEO  Frank  Blake  recently  talked 
about  experiments  with  video  kiosks  and  mobile 
technology,  assuring  Wall  Street  that  changing  the 
company’s  “muscle  memory”  of  doing  physical  retail 
is  a  key  focus  for  him.  He  put  CIO  Matt  Carey  on  stage 
right  after  him  to  underline  the  point.  UPS  advertised 
its  mastery  of  data  analytics  by  creating  metrics  that 
rate  top  college  basketball  teams,  as  part  of  its  sponsor¬ 
ship  of  the  NCAA.  The  masses  might  not  understand 
logistics,  but  they  do  get  March  Madness. 

When  asked  recently  about  Amazon  encroaching 
on  his  territory  by  using  drones  to  carry  packages, 
FedEx  CEO  Fred  Smith  scoffed,  noting  that  FedEx  and 
UPS  run  two  enormous  transportation  networks.  “The 
size  and  scale  of  these  operations  are  so  big  that  it’s 
almost  amusing  some  of  the  comments  about  deliver¬ 
ing  items  by  drones,”  he  said.  He  added,  however,  that 
FedEx  is  also  studying  drone  technology. 

With  stakes  so  high,  CIOs  know  that  collecting 
competitive  intelligence  about  how  rivals  use  IT— and 
applying  technology  in  unexpected  ways— must  top 
their  agenda.  Carey,  for  example,  sees  competitive 
advantage  in  software  for  scheduling  store  employees 
and  algorithms  to  govern  product  stocking.  Applying 
for  technology  patents  is  also  part  of  his  strategy,  he 
says,  to  protect  Home  Depot’s  position.  Ford,  meanwhile, 


brags  in  its  annual  report  of  having  20,600  pat¬ 
ents  and  patent  applications  worldwide. 

These  companies  are  eager  to  obliterate  any  old- 
school  reputation  that  taints  them.  Ford  and  GM,  for 
example,  recently  swept  into  Silicon  Valley,  establishing 
tech  development  labs  to  take  advantage  of  talent  there. 

Market  share  is  largely  a  zero-sum  game,  especially 
when  two  large  players  dominate  a  given  field.  With  the 
U.S.  car  market  nearly  saturated,  for  example.  Ford  or  GM 
will  gain  mainly  by  taking  drivers  away  from  the  other 
guy,  says  Ted  Marzilli,  CEO  at  YouGov,  a  research  firm 
that  measures  brand  perceptions. 

One  way  Ford  is  trying  to  do  that,  he  says,  is 
through  social  media  technology.  Interacting  with 
customers,  welcoming  their  apps  and  input  and,  every 
chance  it  gets,  repeating  the  message  that  Ford  never 
took  a  government  bailout  and  is  all  the  better  for  it, 
Marzilli  says.  Ford  also  jumped  on  GM  via  Twitter 
when  GM  said  it  would  pull  ads  from  Facebook.  It’s  a 
powerful  example  of  how  an  established  company  can 
“change  the  conversation,”  Marzilli  says. 

On  the  following  pages,  we  explore  how  some 
of  corporate  America’s  biggest  archrivals  stack  up 
against  each  other  in  IT  use  and  leadership,  revealing 
both  strong  and  weak  spots.  Senior  executives,  includ¬ 
ing  the  CIO,  should  habitually  study  other  companies 
to  pick  up  new  ideas  and  stay  motivated  to  compete, 
Taylor  says.  But,  he  warns,  don’t  focus  solely  on  com¬ 
petitors  or  you  may  overlook  what  you  need  to  do  to 
with  the  tools  you  have.  “Think  about  the  present  but 
always  look  to  the  future.” 
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Facebook  Likes** 
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183,233 

Twitter  Followers** 

135,329 

'  Number  of  times  inventory  is  sold  in  a  year.  Higher  is  better.  All  figures  are  for  fiscal  year  2012.  **  Corporate  account,  March  3, 2014 


The  Business  Challenges 


The  biggest  and  most  profitable  hardware  chain  in  the 
world,  Home  Depot  was  hit  hard  in  the  Great  Recession. 
Housing  sales  dropped  and  people  weren’t  doing  much  DIY. 
Only  last  year  did  revenues  surpass  2009  levels.  A  push  for 
in-store  employees  to  spend  60  percent  of  their  time  interact¬ 
ing  with  customers  is  intended  in  part  to  combat  perceptions 
that  rival  Lowe’s  is  more  customer-friendly. 


Lowe's  profits  went  up  and  down  during  the  recession  but 
sales  stayed  steady.  The  company  wants  to  be  consumers’  first 
choice  in  home  improvement,  in  part  by  tailoring  products  to 
local  tastes.  Far  fewer  Lowe’s  stores  dot  the  landscape  com¬ 
pared  to  Home  Depot  (1,754  to  2,256),  so  Lowe’s  wants  to  boost 
customer  loyalty  with  mobile  apps  that  let  employees  track 
customer  projects  and  suggest  products. 
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>yHqe  49 

Joined  in  2008 

»  Reports  to  CEO  Frank  Blake 
»  2012  Compensation:  $3.5  Million 
»  Former  CTO  of  eBay  and  Wal-Mart 
»  On  the  board  of  directors  of  Ceeknet.com 
»  Associate's  degree  in  information  systems 
from  Oklahoma  State 


Home  Depot 


KEVIN  SUMMERS 

»  Age  44 

»  Joined  in  2012,  left  Feb.  28, 2014 
»  Reports  to  CEO  Robert  Niblock 
»  2012  Compensation:  Not  available 
»  Former  CIO  of  Whirlpool 
»  On  no  outside  corporate  boards 
»  Bachelor's  degree  in  computer  science  from 

The  College  of  Charleston;  MBA  from  Duke  Universi 


$300  million 


The  IT  Group 


Capital  Budget 


Lowe's 


$500  million* 


Not  available 


Employees 


1,300* 


*  Estimated,  based  on  Lowe's  latest  annual  report  **  Estimated,  based  on  a  company  statement 


IT  Bragging  Rights 


3  Omnichannel  efforts  include  the  BORIS  (buy  online, 
return  in  store)  and  BOSS  (buy  online,  ship  to  store)  programs, 
which  complement  the  BOPIS  (buy  online,  pick  up  in  store) 
system  launched  in  2011. 

3  A  project  to  create  a  mobile  mapping  app  aims  to  help 
consumers  more  easily  find  items  in  Home  Depot’s  cavernous 
stores,  reducing  another  familiar  frustration  for  shoppers. 

3  Underway:  Data  analytics  for  more  competitive  pricing.  In 
2012,  Home  Depot  bought  an  analytics  startup,  BlackLocus,  for 
its  expertise  in  pattern  matching  and  other  algorithms;  it’s  now 
using  that  know-how  to  monitor  the  online  prices  of  Lowe’s, 
Amazon  and  other  rivals,  then  adjust  its  own  prices  in  real  time. 


3  Store  employees  carry  iPhones  with  a  bar-code  scanner, 
credit-card  swiper  and  extra  battery  to  help  consumers  find 
products,  check  prices,  identify  rebate  offers  and  order  out- 
of-stock  items. 

3  An  overhauled  fulfillment  system  can  deliver  in-stock 
e-commerce  orders  within  24  hours  at  regular  shipping  rates 
for  90  percent  of  Lowe’s  U.S.  markets.  E-commerce  was  1.5 
percent  of  sales  in  2012,  with  20  percent  of  online  traffic  com¬ 
ing  from  mobile  devices. 

3  MyLowe’s  online  consumer  profile  tracks  details  such  as 
room  dimensions,  paint  colors  and  owner’s  manuals  to  help 
manage  projects  and  wish  lists.  Registered  users:  5  million. 
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You  know  what 
virtualization  did 


for  computing. 
Why  stop  there? 


The 

Software- Defined 
Data  Center. 


Only  one  virtualization  partner  gives  you 
the  ability  to  virtualize,  automate  and  control 
all  data  center  resources:  servers,  storage, 
networking  and  security.  Unlike  competitors 
who  stop  at  the  server  level,  VMware  delivers 
the  software-defined  data  center,  the  complete 
virtualization  platform  for  the  new  cloud  era. 

vmwa  re 

Visit  vmware.com/sddc 


•  • 


COVER  STORY  ::  Competition 


Having  lots  of  physical  stores  can  be  a 
weight  around  the  ankles  of  retailers 
trying  to  swim  in  the  digital  seas— look 
at  failures  such  as  Blockbuster  and 
Circuit  City.  Now,  though,  retailers  may 
be  smarter  at  converting  at  least  some 
of  that  real  estate  into  mini-fulfillment 
centers  for  e-commerce,  says  R  “Ray” 
Wang,  principal  analyst  at  Constellation 
Research.  “Every  store  becomes  a  ware¬ 
house  and  pick-up  point,”  he  says,  “if  you 
can  get  the  scheduling  right.” 

Home  Depot  has  been  working  on 
that  problem  for  a  few  years  and  whit- 


The  Outlook 


tied  the  time  between  an  online  order  and 
pick-up  down  to  two  hours,  coordinat¬ 
ing  with  customers  through  email.  It’s  an 
accomplishment,  certainly,  Wang  says. 
But  the  future  may  be  in  Lowe’s  twist  on 
the  idea:  drive-thru  service.  Customers 
of  Lowe’s  headquarters  store  in  North 
Carolina  can  place  orders  online  and  pull 
up  at  window  to  receive  their  products— 
a  process  Lowe’s  markets  as  “easy,  peasy.” 

Lowe’s  plays  hard  in  social  media, 
especially  Pinterest,  where  the  company 
runs  55  boards  about  bathroom  redos, 
man  caves  and  other  projects  and  house¬ 


hold  hints.  Home  Depot  runs  about  as 
many  boards  (49)  but  has  collected  fewer 
followers. 

In  customer  service  overall,  Lowe’s 
outranks  Home  Depot,  says  Bruce 
Temkin,  managing  partner  of  Temkin 
Group,  a  customer  experience  research 
and  advisory  company.  Lowe’s  in-store 
personal  touch  propelled  it  to  a  rank  of 
15th  last  year  on  Temkin  Group’s  annual 
survey,  compared  to  Home  Depot’s 
24th.  “Consumers  don’t  care  about  a  big 
honkin’  database.  They  care  about  their 
experience,”  he  says.  ■ 
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Twitter  Followers*** 
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*  American  Customer  Satisfaction  Index,  2013  **  Boston  Consulting  Group,  2013  ***  Corporate  account,  March  3, 2014 

The  Business  Challenges 

The  car  business  is  looking  at  some  sobering  trends:  con¬ 
sumers  are  holding  onto  vehicles  longer  and  driving  fewer 
miles  per  year.  The  government  has  issued  new  environ¬ 
mental  protection  standards  that  necessitate  expensive 
revamping  of  car  designs.  Ford  has  momentum,  catching 
up  to  General  Motors  in  sales  and  profits.  One  reason:  play¬ 
ing  up  connectivity  capabilities  that  let  drivers  plug  their 
own  devices  into  their  cars  so  that  they  will  never  be  cut  off 
from  their  “personal  cloud.” 


With  a  persistent  reputation  as  a  behemoth  stuck  with  an 
outsized  bureaucracy,  GM’s  Job  1  is  attracting  a  new  genera¬ 
tion  of  car  buyers  keen  on  conservation  and  connectivity.  The 
company  held  a  hackathon  with  AT&T  last  year  to  encourage 
software  developers  to  build  apps  for  its  vehicles.  In  internal 
IT,  GM  eschews  outsourcing  under  SVP  and  Global  CIO 
Randy  Mott,  who  is  working  to  build  up  internal  IT  staff  and 
skills.  Hiring  abounds,  along  with  the  building  of  new  data 
centers  while  consolidating  old,  outdated  ones. 
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NICKSMITHER 

»  Age  55 

»  Joined  in  1980;  CIO  since  2006 
»  Reports  to  president  and  COO  Jim  Padilla 
»  Compensation:  Not  available 
»  Ford  lifer 
»  Bachelor's  and  master's  degrees  in 

engineering  from  Loughborough  University 


RANDY  MOTT 

»  Age  57 
»  Joined  in  2012 
»  Reports  to  CEO  Mary  Barra 
»  Compensation:  Not  available 
»  Former  CIO  of  Hewlett-Packard, 
Dell  and  Wal-Mart 
»  Bachelor's  degree  in  math  from 
University  of  Arkansas 
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Not  available 

Capital  Budget 

Not  available 

about  5,000 

Employees 

about  7,500 

IT  Bragging  Rights 

3  The  current  version  of  the  SYNC  communications  and 
entertainment  system  is  based  on  a  version  of  Windows  built 
specially  for  cars.  But  Ford  reportedly  plans  to  drop  Windows 
for  BlackBerry’s  QNX  operating  system,  starting  with  2016 
cars.  (Ford  wouldn’t  confirm  or  deny  the  reports.)  The  App- 
Link  feature  lets  drivers  connect  their  smartphones  to  the 
system  to  run  apps,  share  data  and  even  order  a  pizza. 

3  Driver-assist  and  crash-avoidance  technology  built  into 
vehicles  is  analytics  on  wheels,  processing  data  and  adjusting 
the  system  in  real  time. 

3  In  June,  Ford  is  due  to  hold  its  first  developers  conference, 
to  canvass  for  apps  that  use  voice,  steering  wheel  controls  and 
dashboard  buttons. 


3  OnStar,  a  proprietary  in-car  communications  system,  pro¬ 
vides  navigation  services  and  monitors  for  safety  problems  for 
6.5  million  members. 

3  A  deal  with  AT&T  will  expand  OnStar  to  support  4G  LTE 
cell  service  next  year,  which  will  enable  infotainment  features 
such  as  weather  data  and  Internet  radio.  A  customer  can  add 
his  car  as  a  device  on  his  existing  AT&T  data  plan  or  buy  a 
separate  plan. 

3  Internally,  GM  ended  a  $3  billion  outsourcing  deal  with 
Hewlett-Packard  and  is  instead  building  its  own  data  centers 
and  innovation  facilities. 


The  Outlook 


Ford  and  GM  are  vying  for  position 
in  the  nascent  world  of  the  connected 
car.  GM’s  original  OnStar  system  was 
wholly  proprietary,  but  it  now  includes 
the  same  QNX  system  Ford  reportedly 
plans  to  use.  The  automakers  offer  a 
mix  of  free,  paid  and  subscription  ser¬ 
vices  and  work  with  different  telecom 
providers.  “Remember  the  early  iPhone? 
It  mattered  what  carrier  you  used.  Now 
everything  works  with  everything,”  says 
Thilo  Koslowski,  VP  and  leader  of  the 
automotive  practice  at  Gartner.  “We’re 
not  there  yet  in  the  auto  space.” 


GM’s  OnStar,  launched  in  1996,  is 
successful  but  has  always  been  posi¬ 
tioned  as  safety  technology  that  every¬ 
one  hopes  not  to  have  to  use,  Koslowski 
says.  GM  must  shift  the  message  to  con¬ 
vey  that  OnStar  also  includes  infotain¬ 
ment  with  an  app-like  interface,  he  says. 
The  company’s  new  customer  experi¬ 
ence  team  teaches  employees,  dealers 
and  consumers  at  dealerships  about 
the  new  technologies.  GM  says  it  wants 
to  open  an  “App  Shop”  eventually,  but  it 
hasn’t  said  when. 

Ford  opened  a  Silicon  Valley  lab  to 


work  with  Facebook,  Google  and  Micro¬ 
soft,  and  GM  created  a  new  Connected 
Consumer  business  unit  led  by  a  former 
Dell  executive.  While  the  car  companies 
recognize  the  need  for  technology  part¬ 
ners,  they  have  to  be  careful  not  to  give 
up  too  much  control  oyer  the  connectiv¬ 
ity,  Koslowski  says.  AT&T,  Verizon  and 
other  telecom  companies,  for  example, 
want  to  keep  deals  with  carmakers 
exclusive  and  lock  customers  into  long¬ 
term  contracts.  After  all,  phone  contracts 
are  shrinking  in  length,  he  says,  and  con¬ 
nected  cars  are  the  next  new  thing.  ■ 
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A  manufacturing  cloud  born  on  the  plant  floor. 
It’s  what’s  next. 


Manufacturing  has  changed.  Shortening  production  cycles,  getting  to  market  faster,  and  adapting  to 
demand  is  the  new  normal.  The  Plex  Manufacturing  Cloud  is  the  first  and  only  cloud  ERP  built  for 
today’s  model  of  manufacturing.  Nearly  400  innovative  manufacturers  rely  on  Plex  to  operate  and 
generate  profit  from  every  inch  of  the  plant  floor.  Change  is  the  new  competitive  advantage  with 
scalable,  responsive,  and  affordable  cloud  ERP  from  Plex.  PLEX.COM 


THE  MANUFACTURING  CLOUD 
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The  Business  Challenges 


FedEx  and  UPS  are  looking  at  Amazon.com  crouching 
nearby  as  a  potential  rival.  The  online  retailer  is  working 
with  the  U.S.  Postal  Service  to  deliver  packages  on  Sundays. 
FedEx  has  partnered  with  the  post  office,  too,  for  delivering 
light  packages  in  a  deal  that  generated  $926  million  in  revenue 
for  FedEx  last  year.  While  Amazon  experiments  with  delivery 
by  drone,  FedEx  is  studying  the  feasibility  of  drones  but  noth¬ 
ing  is  imminent,  says  CEO  Fred  Smith,  joking  that  CIO  Rob 
Carter  uses  a  personal  drone  to  send  beer  around  his  farm. 


Both  delivery  companies  were  deluged  by  last-minute 
online  shopping  late  last  year,  but  UPS  saw  more  delays  than 
FedEx.  UPS  estimates  that  late  and  missed  deliveries  cost  it  $125 
million  to  $150  million  in  refunds,  plus  another  $50  million  in 
lost  revenue.  UPS  has  assigned  its  COO  to  figure  out  how  to 
prevent  such  trouble;  first  up  is  better  data  sharing  with  busi¬ 
ness  customers  to  identify  potential  problems  sooner  and  adjust 
personnel  and  systems.  Meanwhile,  FedEx  is  moving  closer  in 
sales  and  surpassed  UPS  in  profits  with  far  fewer  employees. 
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ROB  CARTER 

»  Age  54 

»  Joined  in  1993;  CIO  since  2007 
»  Reports  to  CEO  Fred  Smith 
»  2013  Compensation:  $4.8  Million 
»  Formerly  in  IT  at  GTE  (now  part  of  Verizon) 

»  A  board  director  at  First  Horizon  and  Saks 
»  Bachelor's  degree  in  computer  and  information 
science  from  University  of  Florida;  master's 
degree  from  University  of  South  Florida 


DAVE  BARNES 

»  Age  58 

»  Joined  in  1977;  CIO  since  2005 
»  Reports  to  CEO  D.  Scott  Davis 
»  2012  Compensation:  $3.1  Million 
»  UPS  lifer 
»  Bachelor’s  degree  in  business 

administration  from  University  of  Missouri 


The  IT  Group 

FedEx 
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Capital  Budget 
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4,489 

15  petabytes  processed  per  day 

Data 

16.1  petabytes  stored 

IT  Bragging  Rights 

3  The  Delivery  Manager  system  launched  last  year  is 
FedEx’s  answer  to  UPS  MyChoice.  Delivery  Manager  lets 
customers  change  package  routing,  including  designating 
a  new  delivery  place  and  time,  requesting  a  hold  at  a  FedEx 
office  and  signing  in  advance.  Customers  pay  $5  to  $10  per 
option  and  can  set  up  text  and  email  alerts. 

3  SmartPost  is  a  business  where  FedEx  hands  light  pack¬ 
ages  off  to  the  U.S.  Postal  Service  for  final  customer  delivery 
in  a  process  that  requires  smooth  exchange  of  customer  and 
logistics  data. 

3  The  “Ship  to  Friends”  app  lets  Facebook  users  prepare  and 
pay  for  U.S.  shipments  without  leaving  the  social  network. 


3  UPS  My  Choice,  launched  in  2011,  lets  users  custom¬ 
ize  deliveries  by,  for  example,  rerouting  packages,  changing 
delivery  instructions  or  confirming  a  2-hour  delivery  window. 
Customers  pay  by  the  option  or  with  a  $40  annual  subscription. 
3  Orion  is  an  analytics  system  that  uses  sensors,  databases 
and  sources  like  maps  and  package  details  to  figure  out  the  most 
efficient  routes  for  UPS  drivers.  Development  started  in  2003; 
testing  ran  from  2010  to  2012.  Full  rollout  is  expected  by  2017. 
3  An  IT  project  to  better  collaborate  with  business  custom¬ 
ers,  especially  big  online  retailers,  is  intended  to  get  a  clearer 
picture  of  expected  package  volume  and  avoid  last  year’s  holi¬ 
day  problems.  The  predictive  system  will  incorporate  data 
such  as  customer  behavior  patterns  and  sales  promotions. 


The  Outlook 

This  one  may  be  too  close  to  call.  Both 
companies  excel  at  moving  data  ahead  of 
physical  packages  so  they  can,  for  exam¬ 
ple,  pre-clear  international  shipments  at 
customs.  Both  companies  keep  finding 
new  ways  to  open  up  their  data  and  sys¬ 
tems  to  consumers  and  businesses,  cre¬ 
ating  new  opportunities  to  sell  services. 

But  FedEx  and  UPS  should  both  watch 

out  for  Amazon,  says  Wang,  the  analyst. 
Messed-up  deliveries  this  past  holiday 
season  showed  the  rivals  they  must  bet¬ 
ter  collaborate  with  their  biggest  custom¬ 
ers.  And  both  apply  technology  to  do  that, 
Wang  says.  But  no  matter  how  close  they 
get  to  e-commerce  companies,  they’ll 
always  be  one  step  removed  compared  to 
Amazon,  which  is,  of  course,  the  king  of 

online  retailers.  “This  is  about  trying'^o 
anticipate  demand  as  close  as  you  can  to 
the  purchase  cycle,”  he  says.  “If  you  shape  \ 
the  demand,  which  Amazon  does,  you 
know  exactly  what  the  reality  is.”  FTF1 

Contact  Managing  Editor  Kim  S.  Nash  at 
knash@cio.com.  Follow  her  on  Twitter; 

@knash99. 
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Testing  Centers  of  Excellence:  Lock 
in  Quality  Across  Enterprise  Systems 


THE  HIGH  DEMAND  FOR  SAP  HANA®  IN-MEMORY  DATABASES, 

mobility,  portal,  and  cloud  technologies  is  forcing  enterprises  to  test  business 
applications  at  faster  rates  than  ever  before,  and  the  pace  of  change  is  only 
accelerating.  Up  to  40%  of  budget  on  these  major  projects  —  thousands 
or  even  millions  of  dollars  —  goes  toward  testing.  To  avoid  the  cost  and 
risk  of  business  disruption  due  to  technology  failures,  introduce  innovative 
technologies  in  less  time,  and  ensure  consistent  quality  in  business-critical 
applications,  an  increasing  number  of  Fortune  500  companies  are  establishing 
a  Testing  Center  of  Excellence  (TCOE). 

The  complex  and  growing  technology  landscape  makes  successful  manual 
testing  more  and  more  impractical.  Relying  on  paper-based,  human-centric 
processes  increases  the  risk  of  human  error,  boosts  costs,  and  ultimately  can 
trigger  a  business  outage  due  to  errors  or  antiquated  quality  control  processes. 
Even  a  week  of  delayed  shipping  can  cost  a  business  millions  of  dollars. 

"Fortunately,  if  poor  quality  causes  systemic  problems,  a  systematic  approach 
to  testing  can  fix  them,"  says  Toby  Cappello,  VP,  global  client  services  for 
Worksoft,  Inc.  "By  building  competency  around  testing,  automation,  and 
business  process  validation,  a  TCOE  drives  faster  deployment  of  innovation  and 
ensures  the  quality  of  enterprise  business  processes.  This  increased  emphasis 
on  end-to-end  business  process  validation  minimizes  business  disruption  when 
technology  changes  are  introduced." 

Establishing  a  TCOE 

At  many  companies,  testing  is  a  low  priority.  "A  company  may  not  realize 
how  much  it  spends  on  testing  and  may  never  even  have  measured  its 
spend,  which  can  be  in  the  millions,"  Cappello  notes.  "And  they  may  not  fully 
understand  the  real  business  risk  of  deploying  systems  and  updates  that  are 
not  tested." 

A  TCOE  can  dramatically  reduce  technology  risk  and  create  enormous 
budget  efficiencies  at  the  same  time.  To  establish  a  TCOE,  organizations 
need  to  commit  to  quality  testing  and  business  process  validation  as  a 
business  capability: 

✓  Set  the  proper  foundation.  Understand  key  improvement  opportunities 
and  objectives.  Understand  how  your  organization  is  ensuring  the  quality  of 
systems  and  business  processes  today.  Flow  are  systems  being  tested?  Flow 
are  end-to-end  business  processes  validated?  How  do  you  know  that  critical 
business  processes  will  continue  to  work  as  intended  when  new  technology  is 
deployed? 


^  Start  with  a  project.  Build  organizational 
understanding  of  test  automation  incrementally. 
Demonstrate  success  and  value  quickly. 

✓  Build  a  TCOE  program.  Establish  testing  as 
an  integrated  set  of  business  activities  (people, 
technology,  and  process)  to  produce  a  positive 
outcome. 

✓  Adopt  the  TCOE  across  the  enterprise 

Develop  strong  executive  sponsorship.  Move  the 
TCOE  forward  by  effecting  change  and  quantifying 
the  value  —  one  project  at  a  time. 


Proven  Benefits 

Establishing  automated  testing  as  a  competency 
in  global  enterprises  is  proven  to  substantially 
reduce  costs,  increase  efficiency,  and  accelerate 
innovation.  Cappello  cites  one  customer  that 
initially  realized  all  the  resources  in  its  three-year 
SAP®  roadmap  would  be  consumed  by  testing 
and  quality  assurance.  Establishing  a  TCOE  made 
the  company's  approach  much  more  efficient  with 
savings  in  the  millions,  allowing  it  to  shift  resources 
back  to  innovation  to  meet  its  business  goals. 

"If  you're  not  considering  a  TCOE  as  a  framework 
to  ensure  quality  across  your  end-to-end  business 
processes,  you're  ignoring  it  at  your  peril,"  Cappello 
concludes.  ■ 
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Hit  the  Security  Sweet  Spot 

Too  much  security-ortoo  little— could  bankrupt  a 
company.  These  execs  are  seeking  the  right  balance. 

MARTIN  GOMBERG,  A&E  NETWORKS 

DETERMINE  YOUR  INVESTMENT  BEST  BETS 

Security  is  a  slide  switch.  Slide  it  all  the  way  to  the  right,  and  nothing  will  get  in,  nothing 
will  get  out— and  nothing  will  get  done.  Slide  it  all  the  way  to  the  left,  and  we  will  all  have 
a  party,  it  will  be  a  great  day— but  we’ll  only  have  one  of  them.  My  approach  is  to  find  the 
setting  where  risk  is  not  too  high,  nor  is  risk  mitigation  an  impediment  to  innovation. 

In  our  industry,  the  threats  are  increasing  and  becoming  more  targeted,  and  our  ability 
to  protect  ourselves  is  diminishing.  Meanwhile,  the  technologies  required  for  protection 
are  getting  more  complicated  and  expensive,  capable  security  staff  are  more  difficult  to 
find,  and  new  laws  and  regulations  are  more  likely  to  impose  severe  penalties  for  breaches. 

Last  year,  I  worked  with  IT,  internal  counsel,  fellow  security  professionals  and  the 
State  Department  to  introduce  a  10-point  security  plan  that  will  help  us  determine  ►  ►  ► 
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VCE  VBLOCK  SYSTEMS 


Focus  on  business,  not  infrastructure.  Vblock  Systems 
are  built  on  the  Cisco  Unified  Computing  System 
with  Intel®  Xeon®  processors,  storage  from  EMC  and 
virtualization  from  VMware.  The  results  speak  for 
themselves  -  more  productivity  with  less  cost. 

Learn  more  at  www.vce.com/roi 
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our  best  bets  for  effective  security  investments.  With  limited  budgets,  it’s 
more  important  than  ever  to  have  some  kind  of  security  framework  that 
covers  our  guiding  principles,  including  employee  education;  increasing 
the  capabilities  of  our  response  teams;  leveraging  our  system,  infrastruc¬ 
ture  and  endpoint  protection  strategies;  and  understanding  our  inventory 
of  data  and  assets. 

DRU  RAI,  AXALTA  COATING  SYSTEMS 

BALANCE  RISK  WITH  EFFICIENCY 

When  DuPont  sold  Axalta  Coating  Systems  to  the  Carlyle  Group,  we  had 
the  opportunity  to  rethink  the  security  strategy  for  the  company.  The  legacy 
security  polices  and  procedures  were  very  conservative. 

We  reformed  the  security  polices  and  procedures  to  balance  efficiency 
and  risk  management.  What  we  want  to  do  is  consider  not  just  risk,  but  the 
likelihood  of  risk.  The  probability  of  our  primary  data  center  being  blown 
up  is  very  low.  By  comparison,  the  probability  of  a  server  going  down  in 
the  primary  data  center  is  much  higher.  As  a  result,  we  invested  heavily  in 
failover  processes  and  a  high-availability  architecture  in  our  primary  data 
center,  and  we  reduced  the  disaster  recovery  data  center’s  footprint  to  key 
applications  and  servers. 

We  know  that  not  all  applications  and  data  are  created  equal.  Some  need 
to  be  more  secure,  such  as  formula  and  recipe  management  for  our  products. 
And  others,  like  non-sensitive  documentation  management  in  Microsoft 
SharePoint,  can  be  readily  available  within  our  network. 

You  can  spend  a  lot  of  money,  but  you  will  never  be  totally  secure.  I  think 
of  security  as  another  business  risk  to  manage.  We  have  to  manage  risk  and 
invest  in  sound  security  policies,  but  we  want  to  balance  that  with  efficiency. 


ERIC  LINDGREN,  PERKINELMER 

KEEP  EVOLVING;  RISK  IS  A  MOVING  TARGET 

As  a  life  sciences  company,  the  foundation  of  everything  we  do  from  a  secu¬ 
rity  standpoint  is  ensuring  that  we  meet  federal,  state  and  industry  regula¬ 
tions  and  standards.  We  build  from  there  until  we  reach  a  comfortable  level 
that’s  in  line  with  best  practices  and  the  latest  standards  but  that  doesn’t 
hurt  productivity. 

Because  the  threats  we  face  are  continually  evolving,  our  investments 
have  to  evolve  with  them.  Five  years  ago,  I  created  a  separate  security  and 
compliance  group.  When  someone  is  95  percent  responsible  for  ERP  or  the 
network  and  only  5  percent  responsible  for  security,  they  naturally  focus 
on  the  95  percent.  I  took  that  5  percent  and  gave  it  to  full-time  people  who 
understand  the  issues,  are  dedicated  to  them,  and  can  educate  IT  and  hold 
everyone  accountable. 

I  don’t  think  you  can  be  too  secure.  The  real  concern  is  that  you’ll  make 
things  too  cumbersome.  That’s  why,  when  designing  a  new  process,  we  try 
to  get  an  up-front  understanding  of  how  it  will  affect  employees.  We  catch 
most  problems  during  user  acceptance  testing,  but  some  issues  surface  only 
after  we  have  a  critical  mass  of  users  on  the  system.  Although  we  rarely 
need  to  undo  a  new  control  once  it’s  in  place,  we  can  certainly  fine-tune  it 
to  make  sure  it  continues  to  balance  security  with  efficiency. 


IMMEDIATE  ANALYSIS 
OF  ALL  YOUR  SALES 
DATA  FROM  SOUP 
TO  NUTS. 


Speed  is  everything  when  it  comes 
to  business.  Changing  market  trends, 
increased  demand,  or  shortfalls  in 
inventory  need  to  be  acted  upon 
immediately.  Datawatch  allows  retailers 
to  analyze  multiple  data  streams  quickly. 
Combine  this  with  a  visually  rich  analytics 
tool,  and  you  have  the  optimal  solution 
for  improved  business  decision-making. 
To  learn  how  to  get  the  most  out  of  your 
data,  visit  Datawatch.com/FastData. 
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Shaping  the  Future 

At  LPL  Financial  IT  is  delivering  continuous  innovation  for  the  business 

BY  VICTOR  FETTER 

LPL  Financial  is  a  leader  in  the  financial  services  industry,  and  the 

journey  to  that  position  has  involved  dramatic  growth  in  a  relatively  short  time. 
Since  LPL  achieved  scale,  the  company  has  focused  on  operational  excellence  and 
client  satisfaction,  including  efforts  to  delight  our  13,500  financial  advisers  and  700 
institutional  clients  by  anticipating— as  opposed  to  merely  meeting— their  needs. 


For  the  technology  team,  this  required  changing  every¬ 
thing  about  ourselves.  Our  mission  now  is  to  not  just 
respond  to  the  business,  but  to  determine  how  we  can  lead 
the  company  into  new  market  segments.  Our  job  isn’t  about 
accepting  the  project  of  the  day  but  about  discovering  new 
trends  and  computing  paradigms,  as  well  as  delivering 
compelling  technology  solutions. 

In  short,  technology  is  unlocking 
value  across  the  organization. 

How  did  we  accomplish  our 
transformation?  We  moved 
quickly  away  from  the  old 
project-based  approach  to  work 
alongside  our  colleagues  to 
develop  solutions  that  help  our 
clients  grow.  We  place  a  premium 
on  ideas  and  collaboration.  For 
example,  last  year  we  launched 
“Innovation  Days,”  which  gave 
people  the  opportunity  to 
think  more  creatively,  and  then 
invested  in  15  of  the  best  ideas. 

Our  employees  are  thriving 
in  this  new  environment.  They 

recognize  their  potential  to  influence  the  business,  drive 
value,  increase  margins  and  boost  customer  satisfaction. 
Further,  our  advisers  and  institutions  recognize  that  the 
technology  team  is  improving  their  business. 

Ultimately,  it  comes  down  to  how  we  do  our  jobs,  and 
our  success  at  LPL  depends  on  three  key  skills.  First,  we  lis¬ 
ten.  This  means  getting  close  to  clients,  understanding  their 
business,  delving  into  where  they  see  opportunities  or  pain 
points,  and  partnering  to  address  or  fix  them.  This  ensures 
we  understand  our  clients  from  the  top  down.  And  when 


we  launch  a  new  solution,  we  do  a  beta  with  a  controlled 
number  of  advisers  to  make  sure  we’re  spot  on. 

Second,  we  demand  good  design.  We  present  the  tools 
we  deliver  in  a  compelling  package.  Good  design  melds  great 
user  experience,  seamless  integration  and  high-quality  data. 

Third,  we  believe  delivery  is  not  a  one-time  event. 

We’re  not  done  working  on  a  new 
product  until  a  target  number  of 
advisers  have  embraced  it  and 
tell  us  it’s  making  a  difference  in 
their  business. 

You’ll  hear  our  CEO  talk  about 
a  smarter,  simpler,  more  personal 
LPL  Financial.  For  technology, 
being  smarter  is  about  using  data 
to  produce  stronger  indicators 
and  tools  for  investment  advice. 
Being  simpler  is  about  removing 
some  of  the  inherent  complexi¬ 
ties.  And  being  personal  is  about 
providing  tailored  services  to 
advisers  and  institutions  and  giv¬ 
ing  them  tools  that  enable  more 
personalized  customer  interac¬ 
tions.  This  allows  us  to  innovate  within  the  next  generation 
of  infrastructure  and  deploy  integrated  mobile  and  digital 
solutions  faster  through  our  private  cloud. 

The  financial  services  industry  has  not  always  been  on 
the  cutting  edge  of  technology,  and  CIOs  and  their  staffs 
have  not  always  been  part  of  the  most  important  conversa¬ 
tions.  At  LPL,  we’ve  changed  this  dynamic  by  implement¬ 
ing  solutions  that  drive  business  transformation. 


Victor  Fetter  is  managing  director  and  CIO  of  LPL  Financial. 
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The  Emerging  Future 
of  Manufacturing 

TCS  on  Leveraging  Digital  Technology 
to  Reinvent  the  Manufacturing  Industry 
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Traditional  modes  of  manufacturing  have 
given  way  to  “digital  factories”  and  3-D 
manufacturing.  The  industry  has  come  a 
long  way  from  mass  manufacturing,  and 
will  continue  to  evolve  with  the  ever- 
changing  technology  landscape.  In  this 
white  paper,  Tata  Consultancy  Services 
(TCS)  offers  an  evolutionary  roadmap  for 
business  processes,  organizational  poli¬ 
cies  and  investment  choices  to  help  the 
industry  capitalize  on  this  tectonic  shift. 

What  key  challenges  do  manufacturers 
face  as  their  industry  evolves? 

If  manufacturing  organizations  want  to 
beat  the  competition  to  market,  they  need 
to  be  able  to  diversify  and  refresh  their 
portfolios  at  top  speed.  They  need  high- 
performance  computing  and  big  data  to 
drive  simulations  that  shrink  product 
launch  cycles.  They  must  embrace  3-D 
manufacturing  and  machine-to-machine 
technology  for  cutting-edge  agility  in 
manufacturing,  and  they  can’t  ignore  the 
trend  of  using  consumer  sales  techniques 
in  the  B2B  world. 

How  can  the  industry  better  align  itself 
with  the  needs  of  its  end  customers? 

By  taking  advantage  of  the  consumeriza- 
tion  of  manufacturing— the  technology- 
driven  shift  from  B2B  to  B2B2C— to  open 
new  opportunities  for  enhancing  brand 
loyalty  and  expanding  revenue  portfo¬ 
lios.  When  TCS  surveyed  a  large  number 
of  manufacturing  businesses  across 
multiple  verticals,  we  found  that  by  re¬ 
placing  intermediary  channels  with  direct 
customer  touch  points,  manufacturers 
were  able  to  secure  useful  insights  into 
the  end  users’  behavior,  consumption 
patterns  and  changing  expectations.  This 
knowledge  helped  them  make  signifi¬ 
cant  changes  to  their  business  models, 
allowing  them  to  identify  and  respond  to 
customer  needs  with  greater  agility.  This 


overall  paradigm  shift  from  engineer¬ 
ing  and  operations,  to  collaboration  and 
customer  centricity,  became  the  core 
theme  of  our  research  and  resulted  in  a 
white  paper. 

How  does  technology  support  this 
customer-centric  future? 

The  manufacturing  process  itself 
provides  a  good  example.  Over  time, 
the  industry  has  evolved:  first  mass 
manufacturing,  then  lean  manufactur¬ 
ing,  then  mass  customization.  The  next 
step  is  applying  digital  technology  to 
the  shop  floor  to  eliminate  waste.  For 
instance,  mobility  speeds  up  the  delivery 
of  next-job  instructions,  enables  remote 
troubleshooting  and  gives  supervisors 
instant  insight  into  performance  through 
real-time  dashboards.  Additionally,  new 
technology  such  as  Google  Glass  could 
enhance  processes  through  inline  quality 
inspection,  while  the  utilization  of  big 
data  could  drive  throughput. 

Will  technology's  role  in  supporting  new 
business  models  vary  across  manufactur¬ 
ing  sectors? 

Fundamentally,  emerging  business 
models  are  remarkably  similar  across 
verticals.  They  revolve  around  several 
key  megatrends  like  servitization,  with 
service  as  a  major  profit  center  bundled 
with  products;  consumerization,  which 
integrates  customer  touch  points  and 
focuses  on  loyalty  and  precise  customer 
segmentation;  smart  "adaptable"  factories 
that  support  a  design/build/sell  any¬ 
where  approach;  material  science  that 
drives  emerging  core  competencies; 
and  “socialization,”  or  the  inclusion  of 
a  broader  range  of  stakeholders  in  the 
product  and  service  design  process.  Our 
white  paper  delves  more  deeply  into  each 
of  these  trends,  all  of  which  are  driven  by 
digital  convergence.  ■ 
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For  CFO  Jim  Lusk,  IT  is  essential  to  ABM's  smooth  operations  and  happy  customers 

BY  MARTHA  HELLER 


What  impact  is  technology  hav¬ 
ing  on  ABM? 

One  of  the  key  ways  we  drive  ABM’s 
results  is  through  great  operations. 
We’re  a  company  with  more  than 
100,000  employees,  and  we  perform 
our  services  in  more  than  45,000 
buildings  in  the  U.S.  and  internation¬ 
ally.  Since  employees  are  our  cost  of 
goods  sold,  workforce  management 
is  a  huge  part  of  our  operations. 


We  recently  embarked  on  a  plan 
to  get  our  employees  on  a  common 
time-reporting  system— many  use 
thumbprints  to  punch  in  and  out  of 
biometric  clocks.  Now,  if  we  run  a  lot 
of  overtime  the  first  week  of  a  month, 
we  can  use  simple  algorithms  to  proj¬ 
ect  those  costs.  Rather  than  wait  to 
get  reports  at  the  end  of  the  month, 
we  can  start  attacking  labor  costs  as 
soon  as  we  know  there’s  an  issue. 

How  do  you  ensure  that  a  great 
idea  like  biometric  clocks  turns 
into  a  real  application? 

We  always  start  with  strategy  and 
how  much  risk  we  are  willing  to 
take.  Then  our  process  management 
organization  (PMO),  which  includes 


representatives  from  the  entire  com¬ 
pany,  prioritizes  the  big  projects.  If 
there  is  an  issue  like  time  reporting 
and  the  PMO  thinks  we  have  a  good 
technology  solution,  we’ll  do  a  pilot. 

As  CFO,  how  can  you  be  assured 
that  IT  resources  are  being 
focused  on  the  right  thing? 

First,  I  need  to  know  that  our  CIO 

: 

understands  the  business  problem 


as  well  as  anyone  in  operations.  Sec¬ 
ond,  I  want  to  see  a  great  IT  expense- 
to-revenue  ratio  while  delivering 
value.  I  also  need  to  understand  what 
capital  dollars  we  need  to  spend.  If  I 
have  that,  I  don’t  need  to  see  much 
of  anything  else.  In  the  end,  it  is  the 
boundaries  that  free  you. 

Clearly  you  really  value  your  CIO, 
Doug  Gilbert.  What  advice  can 
you  give  CIOs  who  want  to  attain 
the  same  level  of  credibility? 

I  think  about  a  CIO’s  role  as  a  tri¬ 
angle  with  four  layers  [like  the  food 
pyramid].  The  bottom  layer  is  table 
stakes:  Do  you  have  the  best  people 
and  processes  in  your  IT  organiza¬ 
tion?  The  second  layer  is  business 


knowledge:  Do  you  know  enough 
about  the  business  to  start  recog¬ 
nizing  patterns  in  what  you  see? 
The  third  layer  is  synthesis:  What 
options  are  you  teeing  up  to  the  busi¬ 
ness  to  solve  those  problems?  Many 
CIOs  never  make  it  to  the  third  layer. 

The  top  layer  is  being  a  strategic 
partner,  where  you  use  your  unique 
view  of  the  company  to  solve  busi¬ 
ness  problems  every  day.  The  higher 
you  are  in  that  triangle,  the  more 
value  you  create.  Those  are  people 
that  I  want  around  me. 

Will  the  CIO  role  at  ABM  be  differ¬ 
ent  in  five  years? 

Doug  and  I  have  spent  the  past  few 
years  focusing  on  common  processes 
and  common  systems.  But  going  for¬ 
ward,  more  of  his  focus  will  be  on  the 
customer.  It  will  be  simple  things 
like  when  a  customer  tells  a  branch 
manager  he  didn’t  receive  a  bill,  the 
branch  manager  can  pull  the  bill  up 
on  his  iPad  and  then  email  it  or  pro¬ 
vide  a  link  for  online  access.  Or  when 
a  manager  can  say  to  a  customer,  “We 
have  these  three  different  uniforms 
your  janitor  can  wear;  which  one  do 
you  like?  By  the  way,  I  noticed  as  we 
were  cleaning  that  your  lights  were 
flickering.  We  do  lighting  and  energy 
retrofits,  which  I  can  demo  for  you 
right  here  on  my  iPad.”  I  see  our  CIO 
working  on  solutions  that  give  us  a 
more  direct  strategic  relationship 
with  our  customers. 


Martha  Heller  is  president  of  executive 
recruiting  firm  Heller  Search  Associates 
and  author  of  The  CIO  Paradox.  Follow 
her  on  Twitter:  @marthaheller. 
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The  fastest  way  to  turn 
data  into  decisions. 


Some  dashboard  solutions  can  be  a  huge  drain  on  your  IT  team.  Dashboards 
is  different.  There's  no  complicated  installation  processes,  No  integration 
nightmares.  No  need  for  a  team  of  data  analysts.  Just  easy-to-use  tools 
that  allow  anyone  -  from  human  resources  to  the  c-suite  -  to  build  intuitive, 
custom  dashboards  that  turn  mountains  of  data  into  better  decisions  at 
blazing  speeds. 


Dashboards 

Powerful  Insights 


Check  out  a  demo  or  start  your  free  trial  at  iDashboards.com 
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Face  Facts 

The  old  method  of  punching  a  time  clock  may  soon  go  extinct.  GeoPunch,  a  new  mobile  app,  allows  field 
workers  to  clock  in  using  facial  recognition  and  GPS  technology.  The  app,  developed  by  Asure  Software, 
prompts  a  user  to  take  a  selfie  when  checking  in  at  work  and  validates  the  picture  by  comparing  it  to  a  photo 
on  file.  The  app  then  uses  GPS  to  pinpoint  where  the  photo  was  sent  from  and  forwards  this  data,  along 
with  the  time  and  date,  to  an  Asure  portal.  The  information  can  be  transferred  later  to  an  employer’s  payroll 
system.  Jason  Main,  vice  president  of  product  management  at  Asure,  says  facial  recognition  and  GPS  keep 
everyone  on  the  up-and-up  and  help  prevent  “buddy  punching,”  where  people  clock  in  for  co-workers. 
“Now  people  can’t  say  they  were  on  a  job  site  if  turns  out  they  were  sitting  at  home,”  he  says.  Companies  in 
transportation,  healthcare  and  construction  are  using  GeoPunch.  Asure  plans  to  add  analytics  tools  to  its 
portal  so  clients  can  use  its  software  to  improve  travel  routes  and  optimize  other  logistics  for  remote  workers. 

—Lauren  Brousell 
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VITAL. 

When  every  move  matters,  there  are  no  small  roles.  Four  out  of  five  Fortune  500  companies 
trust  Windstream  to  help  realize  their  team’s  full  potential.  Together,  we  foster  a  vision  and 
provide  the  advanced  business  technology  that  drives  peak  performance.  Discover  how  our 
team  of  experts  can  strengthen  your  operation  every  day.  windstreambusiness.com 


data,  voice,  network,  cloud. 
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It's  La  Merce,  one  of  Europe's  largest  festivals.  And  behind  the  revelry 
and  the  crowds,  the  City  of  Barcelona  uses  the  power  of  Windows  Azure, 
Microsoft  Dynamics  CRM,  and  Microsoft  SQL  Server,  mapping  out  every 
detail  from  what  puppets  perform  to  how  to  handle  the  swell  of  humanity 
without  overtaxing  the  city's  infrastructure. 


This  cloud  turns  chaos  into  clockwork.  This  is  the  Microsoft  Cloud 


Microsoft  Cloud 


learn  more  at  microsoftcloud.com 


